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Whats the Matter With Women 2 


\ X YE were talking the other day with a distributor who was bemoaning the fact that 





good salesmen are hard to find. 

“It’s all very well to talk about the need for hiring and training salesmen,” he 
said, “but our dealers are having a hell of a time finding them. It isn’t like the 30’s when 
there were plenty of guys out of work and an ad in the papers would pull an army of 
hopefuls.” 

“What’s the matter with women?” I said. “A lot of smart dealers have found women 
make fine sales people. They talk the women’s language, they are employed in almost 
every other type of business, they will work for less money than a man supporting a 
family requires and—most important—there are a lot more of them available.” 

“Say,” my distributor friend said, “maybe you’ve got something there!” 

Well, I don’t know why not. The Fuller Brush people are hiring hundreds of attractive 
gals to peddle their wares house-to-house ; department stores employ thousands of women 
as sales clerks; businesses of every kind have hundreds of thousands of stenographers, 
typists, file clerks, receptionists and what have you; factories employ more thousands of 
women to do precision assembly work; and the schools of the country rely on the services 
of additional thousands to pound the three R’s into the heads of unwilling kids. Women 
must have something. 








N our own business, there are literally thousands of home economists working for 

manufacturers, utility companies, distributors and dealers. In fact, the home economics 
profession alone boasts some 150,000 members. In dealers’ stores, many a dealer’s wife 
has done her stint as store clerk, bookkeeper, office manager and saleswoman. She often 
knows as much about the appliances the company sells as her husband, and sometimes 
more. She can talk washing, cleaning, ironing, cooking, refrigeration and all the other 
services we provide from a first-hand, practical knowledge born of years of experience. 
She doesn’t talk about gears and motors and controls, but about the service the appliance 
will deliver, the time and labor saved, the money it will put in the bank, the convenience, 
the health aspects and the pride of ownership. She sells the sizzle. 

Nor are women incapable of understanding the mechanical features of appliances. All 
they need is the same basic sales training normally afforded men. During the war women 
proved as handy with welding torches, soldering irons or monkey wrenches as the fellows 
working alongside them. They built gun turrets, radar equipment, airplane propellers 
and a hundred other components of war goods. To believe them incapable of grasping 
the simple mechanical essentials of home appliances is to underrate their proven ability 
and intelligence. 

They will work for less, too. There aren’t many figures available on relative wages 
paid men and women, but a recent Bureau of Labor Statistics survey on department stores’ 
salesman compensation revealed that in Denver appliance salesmen were averaging $94.40 
a week as compared to $40.53 a week for sales-women. That’s less than half the sales 
cost. 

Certainly during the present man-power shortage—unemployment today is at the irre- 
ducible minimum—it would seem sensible to enlist the aid of the frail sex. The 1949 
buyer’s market is just around the corner and dealers are going to need all the help they 
can get to do a selling job in a competitive market. 


What’s the matter with women. . .? 
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LOCAL TALENT can put on a good show, as these kids did when they hammed up a melodrama. 


| How to ADVERTISE 
ON THE RADIO 


The right kind of radio advertising will sell 
appliances—but it must be right for your audi- 
ence, your location, your business. 


By JUL AN BOONE on how you can use your local radio a little book of funny stories and anec 


station. dotes. It was written for men 
No matter how you use your radio— _ service, and the idea was to get people 
transcribed program, local talent, news, to write in for the book so they could 

NE of the best ways to tie your spot announcements, etc., remember send it to their boys. The agency was he announcer spoke 
business more solidly to the na-__ that the copy in your own commercial offering the book through spot ll 
in New you could send 


an an intimate, 

tionally-known brand name of announcement is the pay-off. It’s as- nouncements on big stations 
your merchandise—and to route the sumed that people are listening—what York, Chicago, etc. It was a good 
name’s prestige to your shop—is time you say to them, and how you say it, free offer and should have pulled 
on your local radio station, if you use determines what you get out of it. terrific response. but results 
it wisely. Like other advertising media, 


«al 

were | m, you'd be anxious 
spotty and unsatisfactory. wouldn’t you? Well, here’s tc. 
**s For Instance 3 ‘ ; ; : P 

it’s easy to throw your money away, I looked at the copy and found that \fter the new announcements went 
but plenty of appliance dealers have \ New -York advertising agency the agency, on its transcribed 


1 


com- on the air, requests for the little book 
found it a low-cost medium for profit- where I once worked had a client dur- mercials, was having announcers start multiplied. Do you 
able advertising. Here are some hints ing the war who wanted to give away the message with the words: “Wives! 


£ 
1 , 
see the aifference 


ontinued on next page) 
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HOW TO ADVERTISE ON THE RADIO (Continued) 


CLEARANCE 


RADIO TIME 





SALE ! 


WHAT TYPE OF PROGRAM do you want? Drama, news, and recorded music 


programs all 

tone w s talking to a crowd. Whe 
you s Wi ves! Mothers! Sweet- 
hearts!”, you’re addressing a lot of 

‘ 

©) e radio vy eve 1 ya 
ua edod'\ ng 
t it ) \ nvitation 


so you talk to one person, as intimately 


ine cioser you in come 


this, the more you sell your 


é d the more you get for t 
money you spend on radio advertis 
But merely to sav “M ike vour 
t ng 1 lot easier than to 
it. First, you must figure out what t 
r’s self interest is—in relation 
to your product 


Know Your Listeners 
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t trading in on your 
é i Vv mot 
g t juestior i 
onal letter explaining 1 
of the survey, stating that it need 
be signed and that there would bh 
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more 


sales follow up. He enclosed a 


tamped return envelope 
He got back around 
res, a response of 15 percent which 
considered very good for such a sur- 
indicated that 
people were in the market for 


300 question- 


ey. The cross section 


radios and washing machines than for 


refrigerators, and that they 
vere particularly interested in trade-in 


nges and 


possibilities and information about new 


He wrote his advertising copy ac- 


ordingly and got appreciably better 
ilts 
lust how long must you use radio 
+ r hef 


ve TOT’ 


you can expect fav- 


leserve consideration, deper« jing on whom you're trying to reach. 


orable results from your investment ? 
A specific answer to this one cannot 
be given but it has been fairly wel! 
determined that, like other forms of 
advertising, the value is cumulative, 
and it takes some time to get full 
value. 681 retailers using radio re- 
ported the date on which radio was 
first used by them and estimated the 
degree of success from this form of 
advertising. This was reported by C. 
H. Sandage, Professor of Marketing 
Miami University, in “Radio Adver- 
tising for Retailers’ (Harvard Uni- 
versity Press). Only 143 percent of the 
that had been on the air six 
months or less reported a high degree 


hirms 


NERVOUS WRECKS don’t make good appliance prospects. 
found that the harsh, blaring type of commercial was not the kind that built sales. 
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of success. But 30 to 35 percent of those 
who had used radio two to nine yea: 
reported high success and 56 to 60 per- 
cent reported moderate success. Being 
consistent in your use of radio certainly 
helps. 


Size of Community 


Does the size of the community 
make any difference? Does the ap- 
pliance dealer in a big city have a 
better chance to make money out of 
radio than the small town shop? Ap- 
parently not. In the same survey 
quoted above, close to the same per- 
centage of retailers reported high suc- 
cess in cities of 500,000 or over as in 
places with fewer than 25,000 people. 

However, it is quite obvious that the 
size of the community could determine 
what kind of a shop should use the 
radio. An appliance dealer grossing, 
say, $60,000 a year in Boise, Idaho, 
might well use local radio profitably. 
Sut the same size business in Chicago 
would find the cost of time on radio 
beyond his means, 


Time of Day 


What time of day is best for the 
appliance dealer and what kind of pro- 
gram should he sponsor? 

There are a thousand “ifs” con- 
trolling the answers to this question 
but it’s still possible to go by 
pretty general rules. If you 
sponsor a program you'll want to 
choose a time when you will not be 
competing with a popular network 
show. In general, programs sponsored 
by local retailers—including appliance 
dealers—have proved most successful 
when broadcast in the daytime. There 
are a couple of sound reasons for this: 
Daytime programs can be spotted at a 
time when they do not compete with 
famous network programs, and good 
time during the day reaches the house- 
wife, who basically controls appliance 
buying, while she’s at home. 

If you buy spot announcements, most 
time is good time. You'll find stations 
charge more for “Class A” time— 
usually the evening hours between 6 


some 


good 





Many sponsors have 
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10, when listening is highest. 
ts adjacent to big network shows 
often sold at a premium, but can 
well worth it because of the ready- 


made audience available for your mes- 


ge. 
Most stations sell three kinds of spot 
nnouncements: half-minute (50 to 60 
yrds) one-minute (100 to 120 words) 
d “chain breaks” a short announce- 
ent of 25 to 30 words between net- 
work programs. Chain breaks ad- 
cent to popular programs often cost 
s much as one-minute announcements 
roadcast at other times. 


Using Spot Announcements 


There are two ways to use 
nnouncements. The first is 
written by you or maybe by 
the station’s staff writers 
and read over the air by 


spot 
copy 


the staff announcer. The 
other is transcribed an- 
incements. 


smaller communities, 





ities of 50,000 or less, 
usually best to rely on 
local announcer, simply 
ise facilities for mak 
y 10d transcriptions are 
available 
Vhen you write 
vn commercial 


your 
make it 
and 
traightforward, with no 


simple, sincere 
ricky phrases and no at- 
facetious o1 
parkling.” You have 
erchandise and service of 
value and that is 

at you want the listener 
to realize and remember— 
not that you are a clever 
manipulator of words. 
Make your message honest, 
clear and friendly, with the 
listener’s Own interest al- 
vays in mind. 

Try to pick times during 
the broadcast schedule 
when you'll cash in on the audience 


mpt to be 


creat 


already created by the station 
other words, try to 


pick spots when the most people are 


pro- 
pro 


gramming. In 


stening. 

A consistent campaign of spot an- 
nouncements, with some thought given 
to the copy and times wisely chosen 
can be profitable, and often at smaller 

st than is required to sponsor a 
program. 

In larger towns, where production 
lacilities are at hand, you can make 
transcribed announcements, and use 
sound effects and dramatic situations 
to get attention. 

The appliance department ofa large 
ardware store in a city of 150,000 

transcribed spots to 
refrigerators and em- 
“gag” or comedy technique 
to open the These could be 
mpared, roughly, to the little car- 

m ad 


ran a series of 
innounce new 
loyed a 


messages, 


you see in newspapers. 
One announcement opened with the 
rgan play ing “Here Comes the Bride” 
ind faded into which 
howed plainly that all was prepared 
for the wedding but the bride hadn’t 
hown up. It then turned out that 
he just telephoned to say that the 
wedding would have to be held up a 


murmurings 
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little while because she had to stop 
over at Smith’s on State Street and 
see those new Blank refrigerators that 
just went on display. The announcer 
followed this little scene with a smooth 
commercial and the point was made 
and sold, humorously enough to put 
the message over skillfully. 

\nnouncements such as these, how- 
ever, are “production” pieces and must 
be created by experienced writers and 
actors, or they’ll backfire by appearing 
merely silly. It is best not to go into 
“production” transcriptions unless you 
have the means to do a thoroughly pro- 
fessional job. 

There is one other type of announce- 
ment, known as the “participation.” 
These are the commercials or “pro- 


of a dial, can the local appliance dealer 
sponsor a radio program that will 
create an audience and be an actual 
selling force? 
The answer is yes. If your program 
is wisely chosen and broadcast at a 
good time to reach your audience, it 
can be highly profitable—and a good 
many appliance sellers have proved it. 
As you know from twisting the dial, 
there are all kinds of programs. As 
far as your sponsoring one on your 
local station is concerned, they can be 
roughly classified as follows: 
Local talent 
Records 
Transcription 
Network Cooperative programs 
News 








IF YOU CAN GIVE THE EFFECT of having an intimate, friendly chat 
with the listener, you'll usually find the response to be very gratifying. 


ducts” included in a program put on 
the air by a commentator, or a woman’s 
program with a well known personality 
doing the talking, or perhaps a couple 
talking over the breakfast table. These 
announcements can be highly effective 
sales tools when the program has a 
loyal listening audience. They run all 
the way from $100 or more per an- 
nouncement in the big-time programs 
in New York such as Mary Margaret 
McBride, Galen Drake or The Fitz- 
geralds, down to one or two dollars 
an announcement on early-morning 
“farm news” programs on small sta- 
tions in the Midwest. 

The character of the program and 
the time of day it is broadcast should 
determine whether you want to use it. 
\ppliance dealers, who usually want 
to reach the housewife in their adver- 
tising, have used participating pro- 
grams featuring women’s interests, 
and found them profitable. It’s a good 
idea to take a look at the participating 
programs in your market and see if 
one has a loyal audience that fits your 
advertising problem. If so, you can 
often get a good return. 

How about programs? With big 
shows featuring nationally-known stars 
available to every listener at the flick 
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I’ve seen a few local talent programs 
turn out to be excellent advertising 
vehicles, but every successful one had 
a “gimmick.” A straight musical pro- 
gram of local talent, such as Mrs. Net- 
tie Paddleford, soprano, accompanied 
by Amanda Vantassel Biggs, doing “To 
a Wild Rose” will soon cause quite ex- 
tensive uninterest even if rendered 
better than you’d expect. Few people 
will continue to listen to straight local 
musical talent, when a flip of the finger 
will bring them the 
music in the land. 


finest 


Local Talent Can Be Good 


But this doesn’t 
can’t use local talent. 
some ingenuity. 


mean that you 

It simply takes 
I know a small town 
he far west which 
put on a once-a-week home talent show 


furniture store in t 


that had everybody in that end of the 


state listening. The manager of this 
store bought the script for a corny, 


highly melodramatic mystery show of 


26 episodes. He then got well known 


local people, all members of the “suc- 
cessful younger set” to play all the 


parts, just for the fun of it. Re- 


hearsals were held the same night as 
the broadcast and sound effects were 


improvised as best they could be. 


recorded” 





The result, of course, was a mystery 
show that was so bad it was funny; 
the whole thing was considered a big 
joke, but it was not overdone. The cast 
played it straight, and took all the 
kidding and laughing in good spirit. 

This program was so popular that 
the last episode was enacted on the 
stage of the town’s largest movie the- 
atre before a packed house after the 
store had put on a contest for the best 
letter solving the mystery. 

That series paid off in about every 
way that advertising can pay off. 


Amateur Shows 


The amateur show is another home 
talent program that has been sponsored 
in any number of cities, by any num- 
ber of retailers, and has 
often proved to be a popu- 
lar program and a valuable 
advertising franchise. 
Probably the best known 
story along this 
line is in Chicago, where 
Sachs, located a good long 
way from the Loop, has 
sponsored an amateur hour 
on WENR for many years 
and has pulled thousands 
of buying customers into 


success 


the store. 

Yes, local talent can be 
profitable advertising, but 
it takes an idea that’s out 
of the ordinary, or one that 
has a competitive spirit 
like an amateur hour. In 
general it’s a fairly sound 


rule that straight music 
from home talent will not 
hold an audience. There 


can be exceptions to this. A 
certain community might 
have a pianist, or a girl or 
boy singer who could be 
popular and a consistent 
audience builder, but in 
small towns that would be 
a notable exception to the 
usual pattern. 


Recorded Music 


Recorded music, the second general 
program classification we mentioned, 
is something else again. The best 
music in the world, from hillbilly to 
piano concerto and from bop to Bach, 
is on records, and of all the language 
on the air the language of good music 
has the most consistent appeal 

There is an audience for the 
less variety of every kind of recorded 
music. There’s even a terrific audience 
for hillbilly tunes in New York City. 

A good record program, with a bit 
of care given to choosing your pro- 


end- 


grams, coupled with a friendly and 
persuasive announcer, and you've got 
audience-getter at 


a good consistent 


most any time of day. 
Of course, vou want to use so! 
choosing your mu 


common sense in 
large 


While you're sure to find a g 
audience for hillbilly in New York, 
that that you'll find a 
big audience for a Brahms symphony 


doesn’t mean 
in Goose Creek, Texas. 

In a small market you’ve got to 
reach a larger percentage of your 
available audience than you do in a big 
(Continued on page 30) 
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1 KEEPING A SALESMAN TRAINED mea 


Thot’s wt sles meeting 


ns keeping him tuned tc 


vice-pre 


sles 


fine point 
at the Stephenson Appli 


manager 








BEFORE A SALESMAN is allowed to go into the field, he must demonstrate 
that he has learned his selling lessons well 


to C. H. Stephenson, Jr. (right), president of the firm, his air-conditioner lessor 





- System in Sales 


A sales meeting every day—that’s the 


policy by which the Stephenson Appliance 


Co., Raleigh, N. C., keeps its employees 


tuned up for better merchandising 


By A. B. WINDHAM 


\ ( St lg 
+ ; tel ] 

il ¢ stomers ely ar 

¢ ) 

illy jus out whe 1 apphancee 
ve delivered it to expect on 
very and what to do if it doesn’t 
ft right mn l\ODOU' in deny 
t ce i V ~ oo experience tor 
n eeting the publi ind n 

g then 
I 1 the delive 1¢ the eo 


e salesman goes into the service 
department for two weeks. According 
to Mr. Brooks, this gives him a work- 
knowledge of appliances and af- 

Is him the best means of gettin; 
cquainted with the equipment he is 
to sell. During this period, the sales- 
is not required to don overalls or 
ictually handle the repair and installa- 
tion work, but simply to absorb what 
I lge he can I appliance per- 
formance, weaknesses, strong points 
ind the do’s-and-don’ts Oot operation. 
He learns that many service calls do 


not need service but a tually need re- 


\nd after his stint in the service 
epartment,”” says Mr. Brooks, “we 
really throw the book at him. We give 

m all the instruction he needs. He 
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B. I ¢ ts, our ome economist 


She takes him in hand to show him the 


art of demonstration and to give him 


The Windup 
‘When Mrs. Felts is through with 


! he proceeds to the office of R. | 
Hinton, secretary and treasurer of t] 
company, who grounds him in a worl 
ing knowledge of credit and on 


ministration procedure, and takes him 
to the finance company for a chat with 
the officials there on the making ot 
contracts and the methods of financing. 
Then, if he thinks he’s ready to go on 
the floor and sell, he has to demon 
strate it in actual practice on me or on 
Mr. Stephenson. He stays on the floor 
from 15 to 30 days. If he passes the 
test, he is assigned monthly and yearly 
quotas and is expected to reach them.” 

If this routine sounds - slightly 
rugged, Mr. Brooks means it to be since 











Here, a neophyte salesman recites 
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3 to new salesmen by R. L. Hinton (left 





Training 


just isn’t interested in keeping a 
poor salesman on his staff. It is the 
Stephenson policy to make salesmen a 
irt of the company, in fact as well 
in theory, and to this end, every 
esman tor the firm has open access 
the con pany’s files, books, inventory 
rds and accounts. The firm strives 
ird to make a top-notch salesman of 
every representative it employs. 
lake a look at our alumni,” grins 
Brooks. 
Che salesman who follows the train- 
ng routine earnestly profits in many 


ys. He is paid a salary and a liberal 


MMISsio1 Bonuses are paid when 
salesman reaches the sales quota 
ssigned him every month and another 
bonus goes to him if he reaches or 


exceeds his yearly quota. The com- 
iny, which also assigns him a sales 
uota on used equipment, pays him a 
bonus for the sale of this merchandise. 
The firm holds n 


special sales or 
bargain days”, making a point rather, 
ot paying such savings to the sales 
torce. Still another bonus is paid when 
the company desires to push certain 
ems. During the football season, and 
ide from quota bonuses, the sales- 


in who ranks first every week is 









f hard-to-get tickets 
in Outstanding game in the Carolina 


awarded a pair ¢ 


rea. As an extra reward, the firm 
es to schedule a trip to the factory at 
ist once a year for all its salesmen 
nd service men. 

‘We shoot the works, too, on keep- 
ig a man trained,” says Mr. Brooks. 
hat’s the basic purpose of the daily 
leeting—to keep him tuned to a fine 
itch by checking on his work and aid- 
ng and advising him every day.” 

(Continued on page 74) 





A FULL EXPLANATION of the administrative procedure of the firm is shown 
secretary and treasurer 


of contracts and financing is considered essential for all S 


re 
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HAVING WON HIS WINGS as a salesman after a long period of training, this Stephenson 
representative confidently explains and demonstrates a range to a Raleigh Customer 









MRS. NELL B. FELTS, the firm’s home economist, plays a large part in the 
Knowledge training of salesmen. Mrs. Felts explains to the new men the strong points 
presentatives of such appliances as the ironer and other home laundry equipment 














Business Women 
Cook, Too 


A break for the working woman—that was the 


idea behind the course in cooking designed by 
Miller & Rhoads, of Richmond, Va., who found 


that the response was amazing and appreciated 
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PRIOR TO THE OPENING of the course in cooking, Richmond business women 


were treated to a display of new model appliances in Miller & 
The “Standing Room Only’ 


first-floor display rooms 


DEPARTMENT store’ which 
Ae a lesson in merchandis- 

ing from its own employees, has 
converted the knowledge to profitable 
.ccount and contributed immeasurably 
to better living in their vast territory 
it serves. 

Miller & Rhoads, of Richmond, Va., 
is one of the largest department stores 
in the South. For several years, the 
firm has placed heavy accent on its 
appliance department. The reason, 
according to Wyatt French, merchan- 
dising manager of the home furnish- 
ings division, is that the company long 
ago realized that appliances were as 
necessary te better living as automo- 
biles and telephones. The firm demon- 
strated its faith in this realization 
some time ago when it established The 
Corner Shop, a first floor section of 
a building on the most prominent cor- 
ner in downtown Richmond. The sec- 
tion housed the appliance department. 





DISHWASHERS, AUTOMATIC LAUNDRIES, home freezers and other 
appliances may be featured in future courses sponsored by Miller & Rhoads. 
Katherine Davis and a salesman discuss a dishwasher and disposal unit 
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Rhoads’ big 
sign was out every night 


“For years, we went along with t 
conventional idea of promotions such 
as cooking schools, demonstrations for 
groups and the like,” says Mr. French. 
“But while we have always done an 
enormous business in appliances, we 
felt that there was one group we were 
not reaching—a regular army of poten 
tial buyers who had neither the time 
nor the inspiration to go she#pping.” 


Answer Is Found 


The heads of the firm and represent- 
atives of the appliance department be- 
gan to study the situation 
Suddenly, within their own organiza 
tion, the answer presented itself. 
Here were employed hundreds of 
women—business women who worked 
every day from nine o’clock to fiv 
o'clock and whose opportunity to shop 
or to attend to outside 
narrowed to a minimum. 

“We took a good look at the fashion 


closely “ 


interests Was 





major 
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MISS KATHERINE DAVIS, left, home service expert for Miller & Rhoads’ appli 
ance department, reveals plans for the business women’s cooking course in an 


interview with a Richmond newspaper reporter, who was an enthusiastic 


ture, too,” Mr. French continues. 
More and more, advertisers were ap- 
pealing to the 
lothing, in luxury items, 
nd in other commodities. 
ness woman is beginning 
more important part than ever before 

merchandising. But unlike the 
housewife, who devotes part of her 
laily routine to shopping and house 
hold matters, the business woman needs 
time and consideration. We 
decided to give it to her.” 

The result of the company’s study 
was the establishment of a course in 
cooking designed especially for busi- 
Headed by Miss Kath- 
Davis, home economist of the 
appliance department, the firm’s best 
merchandising talent went to work to 
devise such a which would 
reach every business woman, married 


business woman—in 
in jewelry 
The busi- 
to play a 


nentet 
special 


ness women, 
erine 
course 


who desired to enroll in it. 
The plan called for a course of six 


or single, 





ittendant 


weeks’ duration, two nights each week, 
to start at a time likely to be most 
convenient for the woman who works. 


Utility Personnel Helps 


Miss Davis called on the services of 
Miss Gertrude Drinker, home service 
director for the Department of Public 
Utilities of the Virginia Power & Elec- 
staff of 
strators. Newspaper and radio adver- 
tising were slanted to appeal to the 
business woman and the model kitchen 
of the Utilities Department was en- 


gaged for the course. 


tric Co., and her demon- 


“The response was amazing,” Mr. 
French recalls. “We had more than 
a full attendance every night and had 
to hang out the SRO sign. At last, we 
had reached the group we were try- 
ing to reach, and were providing Rich- 
mond business women with something 
they had desired for a long time. It 
proved that working women appreciate 


THE CORNER SHOP is located on one of downtown Richmond's busiest corners. 
This crowd was on hand early when television demonstrations were started by 
the firm last May 
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EVEN THE SMALLER APPLIANCES came in for thorough demonstrations during 


the course of the six weeks’ forum on cooking. 


Blenders such as this one had 


their innings along with toasters, coffee makers and bottle warmers 


an opportunity to learn about the lat- 
est steps in home routine, as well as 
the average housewife The busi- 
ness women’s cooking course was one 
of the most successful promotions we 


does. 


have ever staged.” 
According to Miss 
features not included in the usual cook- 
ing school, were worked into the 
These included discussions 
and demonstrations on how and where 
to buy food after the usual shopping 
hours; the planning of nutritional 
meals with a minimum of effort and a 
maximum of speed; the preparation 
and timing of meals, 
meals and pressure sauce pan meals; 
menus for the “eat-and-run” consumer ; 
the latest tricks in saving time by re- 
ducing effort in meal preparation, and 
the secrets of meal planning designed 


Davis, special 


course. 


oven surface 


to preserve that business woman look 
and figure. 
“We had no idea the response would 


THE BLINDFOLD TEST is applied to an ironer by 


demonstrators. 
almost stopped traffic 


Crowds watching the demonstration outside the shop 


be so terrific,” Miss Davis declares. 
“The kitchen was equipped to seat 65 
persons but we had more than 350 re- 
quests for registration in the 
practically all from business and pro- 
Richmond.” 


course, 
fessional women of 

Naturally, the major part played by 
appliances in meal preparation was 
stressed in the course and the new and 
latest kitchen 


were featured in the demonstrations. 


models of equipment 


At the conclusion of each nightly ses- 


sion, the food prepared by Miss Davis 
Miss Drinker and her assistants, was 
given away as prizes. Small house 
hold and kitchen gadgets also were 


donated as prizes. 

“We made the course as thorough 
as possible Miss 
example, on the theory that some of 
the business 


Davis. “For 


Says 


women might turn into 
full time housewives, we included 
many features of a regular cooking 


(Continued on page 84) 





one of Miller & Rhoads’ 


window 
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The nearest telestation was 65 miles 





away when the Patton Brothers of Ben- 
ton Harbor, Mich., decided to become 
the first dealers in their area. They have 
done considerable pioneering before, 
and they feel that they've more than 


gained in reputation what it cost them 











> in time, money, labor and headaches 


ae 
» 


a | ee - | 


UNDAUNTED BY PREDICTIONS that television sales in their fringe area were 


bound to be a flop, Louis and Charles Patton went ahead anyway—and found 


= canara: aide ie GUE Gudea WF Geueae By PHILIP BRENTON 

















\ 
ANOTHER FIRST for Patton Brothers was the home freezer, pioneered by the LOUIS PATTON discusses an electric range with a potential customer. The 
company in 1936 and 1 in 1947 at a $50,000 volume. Charles demonstrates sales talk is just as thorough whether the item is in stock or not. This practice 
a G-E to a neighbort 1 prospect has built up a large list of loyal customers for the Patton Brothers. 
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HE problems encountered by the 
“fringe” television dealer (deal- 
ers from 50 to 90 miles from tele- 
vision stations ) are considerably differ- 
ent and more imposing from those en- 
countered by dealers situated close to 
the stations, but these problems are not 
so serious as to eliminate the fringe 
dealer altogether, according to Patton 
Brothers, Benton Harbor, Mich. 
When the brothers, Louis and 
Charles, decided to take a crack at 
television in the spring of 1947 every- 
one advised them to leave it alone. 
“You’re too far away from the broad- 
casting stations,” they were told, and 
indeed they were about 65 miles from 
Chicago. At that time Detroit didn’t 
have a single station broadcasting tele- 
vision, and to the best knowledge of 
the brothers there wasn’t a single re- 
ceiving set installed in the entire state. 
Even their jobber and representatives 
of television equipment manufacturers 
advised them that television was im- 
practicable for a dealer located so dis- 
tant from the stations. 


Pioneers from the Beginning 


But they were determined to try any- 
way. For one thing they had a reputa- 
tion for being “first” in introducing 
new items in their area. They had al- 
ways been pioneers, and they had found 
that often the “new” item of one year 
became the best seller of later years. 
Patton Brothers was the first dealer in 
the area to stock home freezers. That 
was in 1936 and people didn’t even 
know what they were. “What would 
we want to freeze food for?” they 
would ask. But the brothers stuck by 
their guns. They saw that home freez- 
ers had good possibilities. They 
couldn’t have been far wrong, because 
last year they sold $50,000 worth of 
them. 

They were the first in the area to 
handle FM radio sets. That was in 
1940 and there was only one experi- 
mental FM station in Chicago, and it 
only broadcast FM for three hours a 
day. (Now WEFM, Chicago). They 
were the first to handle dishwashers 
and sink disposal units. Today their 
proportion of sales in these items is far 
above the national average. 

“Sometimes it seems as if we’re just 
wasting money in this pioneering,” ex- 
plain the brothers, “but we’ve found 
that if we stick with it, it pays off.” 
The amount of valuable publicity the 
brothers had gained by this record of 
“firsts” would be impossible to ap- 
praise, but it has been considerable. 

The brothers were certain that tele- 
vision was the “coming thing” and 
that they should be in on the ground 
floor. They assumed that later tele- 
vision reception would be assured for 


their area by the use of booster sta- 
tions or other means, but they didn’t 
want to wait. “Basically we would al- 
ways be a fringe dealer,” they explain. 
“Even if one station established a 
booster station nearby that would mean 
that the local sets would have to re- 
ceive that or nothing. We wanted to 
attack the problem of receiving from 
the Chicago stations so that our cus- 
tomers could depend on having a wide 
selection, and we decided we might just 
as well plunge right in.” 

The first problems were mostly tech- 
nical, as the brothers had anticipated. 
At 65 air miles from the source the 
signal was weak and unreliable. In an 
effort to overcome this they experi- 
mented with 15 different kinds of an- 
tenna mounted on 30 to 55 foot masts. 
Raising and lowering these masts was 
in itself a big task and required the 
combined efforts of crews of six to 
eight men. Finally one antenna was 
discovered that was satisfactory when 
mounted at a sufficient height, and an- 
other antenna was developed by the 
firm itself. 

Erecting masts 30 to 55 feet in height 
on top of homes and building meant 
conquering real engineering problems. 
The masts themselves were constructed 
of lengths of pipe welded together and 
tapering down from two inches to one 
inch. Flat or v-shaped plates, depend- 
ing upon the type of roof, were welded 
on the bottom of the masts. Special 
cables and hardware were developed to 
secure the mast in place. Every effort 
was expended to develop an antenna 
with the highest possible gain. 

In an effort to gain technical assist- 
ance the firm sent its television service 
man to interview leaders in the field. 
Unfortunately these men had confined 
their activities to the pressing problems 
before them and they had little actual 
experience with the problems of distant 
reception. As a result the interviews 
usually ended in a round table discus- 
sion with the technician asking as well 
as answering questions. 


Trial and Error 


“We found the answers to our prob- 
lems mostly through trial and error,” 
the brothers explain, “they aren’t in 
any book.” 

The actual selling of the sets was 
the easiest part of the whole thing. As 
the brothers had anticipated there was 
an enormous market waiting to be 
tapped, and the public in general was 
fascinated with the romance of tele- 
vision. This latent enthusiasm was 
demonstrated to the brothers rather 
forcefully one night when they put four 
television sets in their front windows 
where they could be viewed from the 

(Continued on page 134) 
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UNLIKE MANY URBAN DEALERS, Patton Brothers had to set up for the installa- 
tion and repair of television. Answers to most of their technical installation prob- 
lems were found on a trial and error basis—because no one had ever tried 
to do it before. 

















BEHIND PATTON BROTHERS’ store in Benton Harbor rise samples of the tele- 
vision masts that they found were necessary in order to get good reception from 


Chicago. 


Taverns were among the first customers. 
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THE QUIZ PART of the program, Cinderella DIRECT TO DEALERS: On the first program 


e a 4 
Week-End, takes half an hour, is rebroadcast J. T. Peirce, vice-president of Peirce-Phelps, 
the following morning as a regular sustaining told the dealers what the program was in- 
AM program tended to do 


ON CHESTNUT STREET is the third portion of AUNT POLLY rules in the demonstration 


xkers' Matinee Interview take place 


kitchen. After the first few weeks other char 
n the street just outside WCAU-TV’s second acters were worked into the script to create 
tory studio more human interest. 
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Peirce-Phelps, Philadelphia distributing firm, is on the air five days a week with an 


hour-long television program which presents its appliance line to both consumers and dealers 


; ladelphia are Polly demonstrates and talks about period. According to J. Trevor Peirce, According to Jack Siegrist, sales 
rf t 1 new kind of Whirlpool laundry equipment, Tues- vice-president of VPeirce-Phelps, the promotion manager, manufacturers 
( t rom one local Ly he discusses Admiral products, program will serve a two-fold purpose: have shown considerable interest in the 
Wednesdays she features Youngstown (1) It will train dealer salesmen in program. Proctor Electric Co., for ex- 
to t e days a_ kitchens, Thursdays she uses Proctor equipment features and (2) will appeal ample, is making a motion picture film 

WCAU-TYV presenting ppliances, and Fridays she devotes to rectly to customers by showing prod- especially for it, and if it is successfu 

ncrea Yeepfreeze home freezers. Each of ucts in use. “It’s interesting to note will use it in other areas as_ well 
ilers oO e demonstration periods takes 15 min- that already there are definite records Movies of other manufacturers have 

king tributing it on the hour-long show—more t appliance sales made as a direct re- also lent themselves to the program. 
Phelps w ne of the mmercial time than any regular radio ilt of the program,” said Mr. Peirce he advantages of visual presenta- 
f t to expr ent th uld get away with. ortly after the program began. “The tion of appliances are certain to be 
when in March of 1947 they Half an hour of each program is program has been enthusiastically re- realized by other distributors and 
ts to dealer showrooms levoted to Cinderella Week-End, an ceived by dealers. They plan to hold manufacturers and the day may well 
via a seri¢ pe television pro uudience participation quiz period ‘television parties’ in their stores and come when any appliance prospect will 
rams. Those experiments have | vhich offers all-expense week-ends i: nvite customers in to see the show, become so well-informed on various 
ymed int fully-sponsored prograr New York to winners. Fifteen minutes particularly those who are prospects for features, via television, that store 
[he show, called Homemakers’ Mat yf the hour is taken up by On Chestnut the appliances featured.” The dis- demonstrations, as we know them to- 
ee, uilt arout unt Polly P St., a man-on-the-street interrogation. tributor has printed special invitation day, will be unnecessary. Meanwhile, 
: econ vho presides Heart of Homemakers’ Matinee for irds for the dealers to mail to their Peirce-Phelps thought of television ad- 
7) rn 1 etely the distributor and its dealers is, of prospects. About 500 of Peirce-Phelps’ vertising first—and is putting its 
erect Mond Aunt yurse, the appliance demonstration dealers are television equipped. thoughts to profitable use. End 
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Refrigerator Trade-ins Are on the Increase 








' 
‘ 
j 
ELECTRICAL MERCHANDISING’S third dealer survey 
r | REFRIGERATOR DELIVERIES VS. TRADE-INS : . : 
1 i shows five out of every 100 refrigerator sales now involve 
a Number of Refrigerators Number of Dealers ‘ 
No, Dealers Accepted A Taking Not Taki = i i i 
> Sate Detvared peed A Tehing Meat Talon a trade-in—the first sign of a switch to a buyer's market 
394 Appliance Dealers 24,746 2096 280 114 
65 — Stores 13,162 290 28 37 
83 tilities 15,622 70 11 7 
111 Furniture Stores 6,661 279 56 55 By JAMES BOLGER 
76 Hardware Stores 2,430 250 41 35 
15 Automotive Stores 1,201 39 8 7 
14 Plumbing Stores 418 47 12 2 
2 Lumber and Bldg. Supplies 377 5 1 1 IVE refrigerators are being taken down on the whole idea, while 14 have 
10 General Stores 207 6 2 8 : cs we ; A, , 232 w 
3 Jewelry Stores 105 6 9 1 in trade for every hundred sold, no comment to make. Of the 238 who 
gram 3. Music Stores 219 6 1 9 and the signs of a buyers’ market — will get into the act, 48 expect to take 
Nelps, 30 Other and Unclassifiable 3,041 88 15 15 in this appliance are beginning to ap- used refrigerators this year (1948), 
s in ae a an EES i 7m: « ae ° a . - at “4, ” O mW 
pear. This is the situation indicated by 161 will take them “later”, and 29 do 
806 ; : a a 
Total Dealers 66,189 3,182 457 30 ELECTRICAL MERCHANDISING’S third not indicate the date. 
Average Number of Refrigerators Delivered—82 refrigerators (66,189 re- post-war refrigerator trade-in survey, Willingness to take trade-ins ap- 
frigerators sold by 806 dealers.) covering the first six months of 1948. pears to decline as the size of com- 
% pe taser ig phe coe Delivered (3,182 saan The questionnaire was sent to 10,000 munities increases. Dealers in towns 
-ins; . , ‘ , , - ; 
co ies pag gy yom ( dealers and answered by 806 of them. of less than 2,500 population are ac- 
itn ¢ Dealers Accepting Trade-Ins (457 out of 806) 56.7% , - : ~~ a ae 
pn Represented in the results are 19 states cepting used units at the rate of 7.4 
r - . ° 
scattered throughout every geograph- percent of deliveries. In communities 
reate MPARISON OF = ‘ - ih ~ Se Rmeiin ° i é 
. | cO SON OF THREE SURVEYS Sinan Ouest First ical area in the country. along with of 2,501-49,999, the percentage falls 
(Sean 30) (Sean 847) 37) the District of Columbia. The size a little to 6.82. There is a drastic drop 
: ; ; of communities included varies from to 3.98 percent in cities of 50,000 
orpens oe et ag 5 Delivered 82 82 25 under 2,500 to over 500,000 population. 499,999, and in the big cities of over 
uo brade-Ins ccepted vs. Sales 481° 1.30% 1.994°% Specialty dealers, department § stores 500,000, the figure goes all the way 
. ( c ( 9 t e ’ s s 
~ Dealers Accepting Trade-Ins 56.7% 30.6% 12.6% : I 
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Intend to Accept Trade-Ins? 


DEALERS’ INTENTIONS ON ACCEPTING TRADE-INS 

















Accepted 
No. Dealers No Trade-Ins 
Reporting Yes No Answer Jan.-June 1948 
394 Appliance Dealers 93 17 4 280 
65 Department Stores 26 9 2 28 
83 Utilities 27 40 5 11 
111 Furniture Stores 38 17 56 
76 Hardware Stores Q7 6 2 41 
15 Automotive Stores 6 1 4 
14 Plumbing Stores 2 12 
2 Lumber and Building 1 1 
Supplies 
10 General Stores 7 1 9 
3 jewelry Stores 1 2 
3 Music Stores 2 1 
30 Other and Unclassifiable 10 5 15 
806 Total 238 97 14 457 
100% Percent 29.59% 12.0% 1.8% 56.7% 
DISPOSITION OF TRADE-INS 
(Units) (Units) 
(Units) Rented Recond. (Units) (Units) 
No. Dealers Sol or an (Units) On Total 
Reporting “Asis” Loaned Resold Scrapped Hand Trade-ins 
280 Appliance Dealers 738 82 918 183 175 2,096 
28 Department Stores 106 4 127 20 33 290 
11. Utilities 51 2 15 2 70 
56 Furniture Stores 109 15 115 18 22 279 
41 Hardware Stores 113 6 90 25 16 250 
8 Automotive Stores 15 — 18 6 39 
12 Plumbing Stores 36 - 4 6 1 47 
1 Lumber and Building - 2 2 1 5 
Supplies 
2 General Stores 2 4 6 
2 Jewelry Stores 5 1 6 
1 Music Store 6 6 
15 Other and Unclassi- 30 51 4 3 88 
fiable 
457 Total Dealers 1,211 109 1,344 261 257 3,182 
Percent 38.1% 3.4% 42.2% 8.2% 8.1% 100% 
ELECTRICAL MERCHANDISING—DECEMBER 1, 1948 


utilities, furniture stores and hardware 
stores are the main categories cov- 
ered, but automotive, plu bing, lumber 
ind building supply, general, jeweiry 
usic stores r epre ted 
* 
Ve 


Refrigerator Sales 


Deliveries of refrigerato1 s to the S06 
dealers from January to June totaled 
66,189, an average of 82 per dealer. 
The number of trade-ins olved was 
3,182, or 4.81 percent. Compare this 
with the first survey in January, 1947, 
which showed a trade-in percentagt 
of only 1.11 percent even with the 
second survey (September, 1947), 
which indicated a negligible increase 
to 1.30 percent. Even though the pres- 
ent figure of 4.81 percent may not 


be particularly impressive, the increase 
during the past year is significant. If 
it continues in proportion, as it shows 
every sign of doing, the pre-war figure 
of over 20 percent trade-in transactions 
will be equalled before long. 


More Dealers Will Trade 


\ reliable guide to the emergence of 
a buyers’ market is the number of deal- 
take 
trade-ins. Back in January, 1947, only 
12.6 percent were inclined to take on 


ers who willingness to 


express 


the burden; eight months later the 
percentage had jumped to 30.6; now 
more than half the dealers are on the 


bandwagon—56.7 percent, to be exact 
True, they’re not all happy about it; 
but an number of 


as W el 


overwhelming spe- 


cialty appliance men, l as many 


merchants in other classifications, real- 
ize that from here on in, it won't be 
strictly a matter of choice. In fact, 


238 additional dealers say that they 
do intend to accept trade-ins at a later 
date; only 97 definitely turn thumbs 


down to 2.8 percent. Demand is still 
uutrunning supply in some of the 
etropolitan centers still, even in 
these areas the trade-in percentage 
gher than it was anywhere 
Was ade 


Disposal of Trade-ins 


Disposal of the traded-in units is 
being handled TT 1@ same LV 
as previous surveys indicated. A tota 
vf 80.3 percent of th frigerators 
taken in trade were sold—42.2 per- 
ent reconditioned and 38.1 percent 

; aes Phe st W scrapped 
(S.2 pe vere lon und (8.1 
percent), or were ited o vaned 
(3.4 percent). 

Those who lo not ft ike l 5 
give a variety of reasons for their 
policy. Most of them say it is not 
necessary—supply is still too short, 
they make plenty of sales without 


bothering, their customers have cash, 


etc. The next greatest number claim 
it is not economical—the markup is 
not big enough, there is too much loss, 
it costs too much to do the recondition- 
ing, etc. In many cases no trade-in 
is offered; the customer either has no 
refrigerator or has disposed of it pri- 
vately. Other reasons for not accept- 


ing trade-ins are: the price allowance 
is better outside; 


without 


preference is given 
to customers refrigerators; 
servicing facilities are nonexistent or 
buyer 


inadequate; the practice creates 


dissatisfaction; the company can’t af- 
ford to risk its reputati 1 trade-ins 
there is no resale, etc 

Reconditioning Facilities 

As far as reconditioning facilities 

are concerned, 255 dealers, or 31.6 

percent, can handle a complete mech- 
(Continued on page 68) 
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JUST A FEW of the hundreds of refrigerators on the floor at Hantober & Co. can be worked on at a time. About half of those at the right of the picture will have to be | 
crapped. Others w be tested, get a complete motor overhaul, a new belt, a new coat of paint, and new gas 





By Herman Hantober will buy and recondition them for resale in his re-estab- 
lished Philadelphia plant. He's convinced that dealers soon will have to 
ROBERT W. take trades to sell new boxes and not only will he again publish his trade-in 


ARMSTRONG Blue Book, but he also has plans for a nation-wide trade-in system 








ERALD et of a e Philadelphia area. By his yearly vent to foreign markets and the re- been reduced to $775 and at the turn 
eve he trade-in Blue Book maining two percent were rebuilt ona of the year Hantober expects to see 
e the end of (National Refrigeration Market Re- _ flat rate basis for the dealers who had black ink on his books. He simply 
Hantober, | port) and by buying and reconditioning iccepted them in trade shrugs his shoulders at the red ink and 
e1¢ Saeed si | traded-in refrigerators he had pro- says he expected it, but predicts that 
1 most effe é pirin for the It's Different Now 1949 will be a big trade-in year. 
1947 H el t down his trade-in headache (EM, April ’39, p8). Post-war conditions have compelled 3etween the months of June and 
! table re- Like all subscribers to the Blue some variations in the new Hantober September he took in a total of only 
to reopen his Book, Hantober’s customers could tell operation. Since publication of the 625 refrigerators, 260 of which he has 
ng business in t a glance what they should pay for Blue Book was suspended during the had to junk. Because of the years when 
that the tin e or model refrigerator offered war and the first post-war edition there was no production, many boxes 
log of t rt payment for a new unit. More- won’t be on the market until January, reached a ripe old age in service and 
be con- r, the cold authority of the book MHantober has had to adjust the prices the mortality rate today is high. More- 
t ng pro to reduce the large values which n the 1942 volume. over, costs have risen and recondition- 
l vere wont to attach to their He knew when he first reopened his ing in 1948 costs an average of $30 
F t xe Ind their contract business that it would be some time be- per unit as compared with approxi- 
re teet vit Hantober, dealers turned over fore the industry would be ready again mately $15 before the war. 
hurcl ll their used boxes to him and received to give him large volume. As of late During the first few months of his 
nd Book price in return. In one September there were only 30 dealers new operation Hantober offered 100 
i 4 ny as 2,200 units were sold giving him refrigerators, as opposed percent of the 1942 Blue Book value 
ober & Co., to Hantober by one large retailer alone. to the pre-war 300, but the number on open type units and 50 percent on 
ler new It was big business. He employed close was growing steadily. From Novem-_ hermetically sealed units, but soon 
( Refrigerator to 100 people and reconditioned and ber, 1947, to February, 1948, prac- found this an expensive program. Since 
e return to work esold thousands of boxes in a year’s tically no trade-in business came to he is not at this writing equipped to 
Prior to the war Hantober had op- time. Most of the reconditioned units, his door. By the end of June, Han- open and repair hermetically sealed 
erated company to the benefit of &3 percent, were resold to department tober & Co. was $4,500 in the red. But units, he has recently had to limit 
ome 300 dealer 1 department stor¢ tores and dealers. About 15 percent by the end of August this loss had (Continued on page 132) 
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EXTENSIVENESS of the overhaul often necessary is indicated by the condition of 
this box. Repairs average $30 a refrigerator. 























NEW HARDWARE is sometimes necessary to complete final assembly. When these 
units have been fully reassembled they will be given an operating test. 


UNITS beyond repair get heaved on the scrap pile. A high percentage of the 
boxes Hantober receives fall into this classification Their metal is salvageable, 


its sale will help make up for Hantober’s loss on the “lemons.” 















EVERY reconditioned refrigerator gets sprayed with DuPont Dulux as one of the 
final steps in restoring it to service 





HERMAN HANTOBER stands on tiptoe to count some of the remade boxes at the 
end of his shop. He'll sell them for prices ranging from $49.50 to $110. 





LIKE SOLDIERS on their last parade, these worn out boxes wait for the junk man. 
There is little salvageable, since the difficulty of separating the good metal from 
the insulation and wood frames makes the cost prohibitive. 
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APPLIANCES get adequate space for display to George Coombes’ rural cus- RADIOS receive a similar treatment on the opposite side of the store, but higher 
tomers in center of floor and against left wall of remodeled store. Kitchen and priced consoles and combinations are displayed and demonstrated in special 
undry in second floor display room supplement these individual displays room on second floor. Store is narrow, so shelves are utilized to supplement 
ve prospects a better overa jea of what they are getting floor displays of traffic items. 
-_ ‘ 
(y 
mibe lliw Brit rye — , 
all 
, “GEO. COOMBES RADIO SERVICE rs 
r oe H § 
GEORGE COOMBES of CANADIAN FAIRBANKS-MORSE 
Chilliwak, B. C., didn’t feel 
that he could do an ade- 
quate job of selling the 
post-war rural market with 
an outdated, unappealing 
; store and storefront such as 
: he had, right, until this 
: spring 
in- 
\N saa 
— 
ling ns knew ne of the 
why Coombes had streamlined en appliances were unavailable, the ustified in planning on putting some the appliance store for attention. That 
juipped ippliance busi- farmers paid off their debts, bought of the profit into maintaining and im- appliance dealer must set himself up so 
and why rural dealers elsewhere rm machinery and equipment and re-_ proving his store and facilities. But that he “stops” and “attracts” the 
g toward a long period of built barns, etc., under their wartime Coombes had another reason for the passing farm family. The family that 
e to rural familie rivileges, and had put money in the extensive and costly remodeling of once spent a leisurely afternoon shop- 
They knew that the farmers in the ink lhe money is there now, and is store. He sees ahead not only a_ ping or window-shopping has too many 
Valley were like those in the _ thers ore joining it every time a_ large appliance market potential in the potential purchases lined up, too many 
t of Canada and the United States rop harvested. With the ERP rural area, but a succession of major other activities planned, to be stopped 
the greatest e1 rf tting long range demands on the hanges in the farm family’s purchas- by anything but the most up-to-date, 
reas ever roduction facilities of both ng habits. The remodeling, rearrange- eye-catching store arrangement. 
t the farm familie 1 and the United States, and ment and enlarging of his appliance Coombes’ old store, with the con- 
well th the extra needs for Canada’s tore are Coombes’ way of keeping ventional center door bordered by two 
t ec Lit no immediate pace with the new purchasing habits display windows, with its dark in- 
A f ne could be of his rural market, his bid to hold his _ terior, with its old window signs still 
1 1939 ut nea re share ot this market emphasizing ‘radio service’, was not 
the food-growins evidence of rural prosperity : . the type of store to stop the fast- 
ichieved a vious and well known. In it- Displaying for the Farmer moviag. prosperous farm family. The 
that makes possible elf it would have been a reason for The farm family gets around today. store today is a “stopper”, day or 
y more durable Coombes to make his appliance store Prosperity has given it the means of night. A full-length glass front is 
farm machinery, and upe, even warranting redecora- doing many things and going many staggered, bringing the door in four 
nvenience, labor-saving tion and some new lights here and _ places. In a sense, anything that the feet from the sidewalk. Through the 
t t electr l - there. With several years of good family can do, anywhere they can go, glass one sees a complete display of 





irket conditions ahead, he would be anything they can buy, competes with appliances and radios lighted by two 
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MAN WITH PLANS is George Coombes, center. At the opening of his remodeled 
store he is congratulated by Arthur S. Baird, left, manager of the appliance 


division of Canadian Fairbanks-Morse in Vancouver, and L. A. Duncan, man- 
ager of the appliance division of Canadian General Electric’s B. C. Division. 


| By 
HOWARD J. EMERSON 


fluorescents re- 


rows of 


continuous 


cessed into the ceiling and supple- 


mented by a dozen flexible spotlights 
used to accent individual appliances or 
displays 


The walls have been tinted 


a soft, pastel blue as neutral back- 
ground for the white enamel and 
chromium appliances. The ceiling is 
painted oft-white for diffusion and 
distribution of the light. 

Coombes feels that his showroom 


las more than a “stopping” effect. He 


says that his selling experiences since 





the return of appliances has shown 
m t the present farm family has 


I : 
n around. As a result, the appli- 
ce store serving rural customers 
nust fill three more post-war require- 
nents of the rural family—it must be 
i complete store, a modern store, and 
picture-book Wartime and 
post-war travel have shown the farm 
mily what the “big city” 


store. 


stores are 
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Sail 


¥ 
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yet-unfinished second floor room. 


FARM ELECTRICAL EQUIPMENT is a big item with Geo. Combes, both as a 
profit maker and a contact with the farm home to aid his appliance business. 
Stokers and oil furnaces supplement water systems, hay dryers, etc 





in this 


The post-war rural family is putting demands on the small town appliance 


dealer and he must come up to date or lose this essential business, says 


George Coombes, who recently remodeled his store in British Columbia 





like and 
offered the 


how much of a choice is 

( Many have 
developed the with 
“city folk”—that dis- 
play and the more complete the line, 
+! 


ity shopper. 


idea—prevalent 





the bigger the 


1e better the goods and the lower the 


No “General Store” 


’ motif no longer 
y. The 
store must have the lighting, floor plan, 
cabinet and display rack arrangement 
that fits the modern taste of the farm 
family that has associated with large 
and with modernized stores 
rural 
there is the 
“picture book” angle. While farmers 
accumulated the that 
them good appliance prospects today, 
they and their wives studied the hun- 
dreds of advertisements that continued 


appliance 


city stores 
goods in the 
Then 


handling 
trading 


other 


center. 


money makes 


1, 1948 


DESIGNED to keep the 
rural appliance customers 
shopping at Geo. Coombes’ 
instead of going into nearby 
Vancouver, is the same store 
after remodeling. Second 
floor is used for extra facili- 
ties. The utility, B. C. Elec- 
tric, designed the store. 


electrical living during the 


before, prob- 


to promote 


war years. At no time 


ibly, have appliance prospects been 
more influenced in their appliance buy- 
ing by the displays in national and 
women’s magazines than today. More 
washer or 


which 


than at any other time, the 


the freezer or other appliance 


the family has planning for, is 


McClean’s or the 


magazines, rather than that seen 
1 variety 


been 
something seen in 
us 
at a neighbor’s house or in 
of appliance stores during the waiting 
\s a result, says Coombes, the 


ippliance dealer selling to the rural 


period 


market must present his appliances in 
an atmosphere and with a display 
touch that 


ate what she 


the prospect associ- 


} 
{ 


1Oor 


makes 


store 


sees on the 
with that which has been seen in the 
advertisements. 

Looking to his full share of tl 
liwak area business, Coombes has en- 


ie Chil- 


larged his display area so that he could 
fill out his lines and give adequate dis- 


] ler t 


play and demonstration area to every 
ippliance For example, the farm 
iamily that might otherwise be en 


ticed to \ incouver to shop tor a large 


radio-phonograph in one of the spe- 


iy an old 


$+-room apartment, over his store, into 


wroom 


(Coombes has ven himse pace tor 
the private demonstration of higher- 
priced radio and 


in their 
complete 


phonographs 


natural setting 


Space ror 


kitchen enable him to supplement 
the first floor displays of individual 
kitchen and laundry appliances, and 
enable him to sell-up with extra appl 

inces, cabinets, etc “The farmer 


, , 
KNOWS What type ot atmosphere to ex- 
pect when he t 


shops Tol lances 


r appl 
He makes as much money as the city 
people, oO! 


more, expects the 


and he 
treatment and the retail 

ilities. Provide them and the 
farm tamily will buy plenty, 


same same 
store tac 
and will 
he farmer isn’t satisfied 
with the old 
selling.” 


buy it here. 


any more cracker-barrel 


methods of 
The Farm Is All Electric 

fa who had 

o have quite a bit of electrical equip- 

stuffed 

throat, the prosperous post-war farmer 


Unlike the pre-war farmer, 
‘ 
down his 


ment practically 


; out looking for more electrical equip- 
ment to help duction 


short ive of 


him increase pt 
and to make up for the 


irm help. Realizing that this in itself 


was a potential profit maker, as well 
is a strong traffic builder for his appli- 
ince and radio busine Coombes has 
used part the new upstairs space to 
provide a more complete display of his 


lines of Canadian Fairbanks-Morse 
equipment coal 
‘neral Electric automatic oil 


] 
(Continued on page 138) 
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DAVID F. WISDOM, vice president of the Pacific Co. Ltd. of Honolulu, and presi- 
dent of the Appliance Distributors Association of Oahu, takes a hand at selling 


himself when he wants to show Ff 3lesmen’s wives how it can be done. 














THIS MODERN BUILDING at 768 Kapiolani Blvd., Honolulu, is the headquarters 
of the Pacific Co., Ltd 
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Tell It to 


The Wife 


Pacific Co. of Honolulu set a record in washer and 


ironer selling by enlisting the aid of salesmen’s wives 


By CLOTILDE G. TAYLOR 


oo might think that the Ha- 
waiian Islands, with a population 
less than one-third white, were 
not a very promising area in which to 
sell ironers. But, says David Wisdom, 
president and general manager of The 
Pacific Co., distributors and retailers 
of Thor products, so long as you don’t 
know it can’t be done, you can do it. 
His organization of salesmen and deal- 
ers has a record of having sold more 
ironers per unit of population than any 
area on the mainland of the United 
States. 

He had Thor Gladirons to sell—and 
proceeded to do it. First of all, he de- 
cided that no one could sell an ironer 
who did not believe in that method of 
ironing. So he started out to sell iron- 
ers to his own salesmen. He taught 
them to iron clothes, first making them 
iron an entire washing with a hand 
iron and then putting them through the 
same procedure with an ironer. They 
were not allowed to leave the class 
until they could finish a shirt perfectly 
in the required time. 


Enlisting the Wives 


Then he decided that wives should 
be included in the program. Salesmen 
were given ironers to take home for 
temporary use free of charge, with the 
understanding that a demonstrator 
would have access to the home as a 
follow-up in order to teach the wife 
how to use it. Later on, if they wished 
to purchase them, they were permitted 
to do so at landing cost plus 10 percent. 
Few came back to the store. 

What Mr. Wisdom wanted was a 
chance to meet the family of the sales- 
man and to get them on his side in the 
selling game. To understand what this 
meant, it must be understood that both 
dealers and salesmen in the electrical 
field in Hawaii include all races of the 
Islands. Many have an Oriental back- 
ground, with a history of conservatism 
and sometimes primitive methods of 
housekeeping. The salesman who might 
attempt to sell ironers while his wife 
refused to give up use of a charcoal- 
heated iron would be working under a 
real handicap when trying to sell the 
new methods to housewives of similar 
traditions. But the Island population 
is very American in spirit, particularly 
since the war, and they are quite capa- 
ble of learning new ways. 

Mr. Wisdom tells of following up an 
ironer into one dealer’s home, where 
he asked the man to iron the wash in 
the presence of his family. This was 
rank heresy, and broke all rules, for to 
ask a man of Japanese descent to do 
domestic work in the presence of his 
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wife was to cause him to lose face. The 
man was obviously nettled, but he 
carried out the task. To make it easier, 
Mr. Wisdom took a dollar from his 
pocket and handed it to the bothered 
husband. “Put that in your pocket,” he 
suggested. The man did so. “Does 
that make you feel better?” Both hus- 
band and wife were smart enough to 
get the point that dollars in the pocket 
were to result from the lesson. After 
the husband had successfully operated 
the machine, the wife had summoned 
courage to try also. This household is 
now an enthusiastic user of modern 
methods at home and the husband, with 
the ancient tabus broken, has no hesi- 
tation in showing other housewives 
how they ought to do it. “My wife 
likes hers immensely,” is a very telling 
argument. 

A good deal of the selling is done in 
the field. Always at least one man in 
every dealer’s organization is made an 
expert in ironing. He is trained, with 
his wife, to attend group meetings of 
Japanese racial organizations and there 
to center his attention on one prom- 
inent family. He gets a chance to 
demonstrate the ironer in the home and 
manages to make at least one strategic 
sale. Then he follows it up, getting 
names of friends who are interested 
and gradually widening the circle of his 
sales. 


Women as Salesmen 


Salesmen are of course hard to get 
in Hawaii—perhaps even more so than 
on the mainland. So Mr. Wisdom has 
the plan of trying women. He is ap- 
proaching women in the home econom- 
ics classes of the University of Hawaii, 
offering them an opportunity to earn a 
little on the side as follow-up demon- 
strators of his equipment. By the time 
they graduate, he figures he will have 
them sufficiently familiar with the field 
so that they will be attracted when he 
offers them full-time jobs in sales 
work, If he were to wait until they 
had graduated before getting in touch 
with them, they might hesitate to try a 
field which would appear strange and 
unfamiliar to them. 

The firm does consistent advertising, 
with the idea of bringing people into 
The Pacific Co.’s store and those of his 
dealers. Salesmen are taught to fol- 
low-up leads and to recognize oppor- 
tunities. At the recent electrical show 
put on in Honolulu, there were 40 
washers sold from The Pacific Co. 
booth during the five days of the show. 
But when all else fails, the men are 
taught to start out on cold canvass and 
to do the job. 

The other day, during a low-sale 
period in January and February, Mr. 
Wisdom wanted to prove that sales 

(Continued on page 76) 
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URING the past few months the 
nation’s higher courts have in- 
dustriously handed down im- 

rtant decisions affecting the sales, 
stallation and promotion of electrical 
pliances and equipment. Some of 
‘se decisions are briefly reviewed 
re in order to help other dealers and 
yntractors stay on the winning side of 
e law. These are only brief reviews, 
owever, and it is advisable that they 
be clipped and saved for future refer- 
ence. Any of these decisions can be 
1 in detail in any good library by 


rrr ? +h, > 
erring (to tie 


specific citation for 
Statute of Frauds 
A seller 


for electrical 


cannot enforce a sale con- 
sold 
a verbal agreement, if the con- 
ict price is more than $100, under 

terms of a law known as Statute of 
rauds, applicable in 


equipment 


various 


States 
it according to a recent higher court 
law is not applicable if the pur- 
iser has taken possession of delivery 

f the merchandi 
Munzemaier v 
, 378, it was shown 
installed certain refriger- 
ator equipment in a building. The 
under the con- 
The purchaser refused 
pay the account and the seller filed 
suit. The buyer attempted to avoid re- 
sponsibility by proving that he pur- 
chased more than $100 worth of 
equipment under a verbal agreement. 
During the trial the seller proved 
that he parted with possession of the 
equipment which is still in the posses- 
sion of the buyer. The higher court 
ordered the buyer to pay the amount 


that a dealer 
ount due the dealer 


tract was $502. 


ue, Saying: 


“In seller’s action for the price 
equipment, although 
mount of price was within the Statute 


ot Frauds, the seller 


refrigerator 


is required to 
establish that pursuant to the agree- 
ment he parted with, and buyer re- 

ived, possession and control of the 
equipment.” 


Unfair Practices 


Under no circumstances will a firm 
selling merchandise through solicitors 
be pern itted by the Federal Trade 
Commission to use unfair tactics. The 
commission will issue orders to the 
firm or corporation to discontinue such 
practices 

For illustration, in Consumers Home 
Equipment Co. v. Federal Trade Com- 

ission, 164 Fed. (2d) 972, the Fed- 
eral Trade Commission sued the Con- 
umers Home Equipment Co. and or- 
ered it to cease its sales plan which 
ployed false representations 


r 
raudulent schemes. 


and 


The testimony showed that the com- 
any’s house-to-house salesmen ex- 
ibited to prospective purchasers 
imples of radios different from those 
tually delivered. The solicitors rep- 
esented that the radios offered for 
ile were limited in quantity or were 
‘ffered at a special price which was a 
sreat saving over prices charged by 
ical retail stores. When purchasers 
bjected to the quality of the radios re- 
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The laws of the land provide: that you can 
compel a purchaser to keep and pay for equip- 
ment—sometimes; you can repossess unpaid- 
for merchandise—sometimes; you are not 
liable if the merchandise you sell is faulty— 
sometimes. But when? Recent court decisions 


provide the answers 


BY LEO T. PARKER 


Attorney at Law 


ceived, the company attempted to force 
the purchaser to accept the radios de- 
livered by threatening suit or refusing 
to return the down-payments. 

The higher court ordered the com- 
pany to stop these unfair practices 
and said: 

“The testimony as to the individual 
transactions was evidence of the mer- 
chandising plan and policy of petitioner 
Consumers Home Equipment Com- 
pany, and shows the course of business 
engaged in by its agents and so- 
licitors.” 

Of course, if the company continues 
these practices it will be penalized for 
contempt of court. 


Bonus Payments 


You can pay bonuses to your em- 
ployes without figuring these payments 
as regular wages, under the Fair 
Labor Standards Act. 

See Walling v. Frank Adam Elec- 
tric Co., 163 Fed. (2d) 277. Here a 
company paid an employe $52 for a 


40-hour week, or a total of $2,600 
wages annually. The company also 


paid the employe a 10 percent bonus, 
or a total of $2,860. 

The court held that the 
need not consider the 
ments as 


company 
“bonus” pay- 
wages when figuring over- 
Standards 


time under the Fair Labor 


Act. 


A Mechanic Lien is Valid 


Modern higher courts consistently 


1948 


hold that a mechanic lien guarantees 
payment for labor and materials used 
to improve real estate. 

In Floyd v. Rambo, 33 So. (2d) 
360, it was disclosed that the Sunbeam 
Air Conditioning Co. installed elec- 


trical equipment under a _ contract 
which stated that the contractor re- 
tained ownership of the equipment 


until fully paid for by the 
owner. 


property 


suit the 
that the 
mechanic’s 


In a subsequent 
contended 
valid 


property 
contractor 
lien because 
such a lien attached simply to real 
estate and not chattels. 

Nevertheless, the higher court de- 
cided that the contractor had a valid 
lien, saying: 


owner 
had no 


“Reservation by the contractor of 
the title to the material and equip- 
ment used in the improvement of the 
real property does not preclude him 
from asserting a mechanic’s lien on the 
property improved.” 

Also, see Williamsburg, 190 F. 871. 
The testimony that a 
tractor installed a sprinkler system in 
a building under a conditional con- 
tract but he did not record his con- 
tract. 

This court held that a subsequent 
purchaser of the building was owner 
of the system and that the contractor 
could recover no payment. 


showed con- 


This court explained that if the 
contractor had recorded his contract 
he could have removed the system 


from the building. 


If the Building Burns Down 


It is well established law that elec- 
trical contractors install electric 
equipment and wiring in buildings 
assume full responsibility for any neg- 
ligent installation or work that causes 
damage to the property. 

For illustration, in Russel v. Union, 


who 


191 S. W. (2d) 278, the testimony 
proved that a building and its con- 
tents burned as a result of negligence 
of an electrical contractor who used 


sharp edged staples to fastcn electric 
wires to the building while installing 
electrical connections to a heating unit. 

The staples cut the insulation on the 
“short” 


wires causing a which set the 


building on fire, and the higher court 


held the contractor fully liable in dan 
iges to the property owner. 


When is a Verbal 
Guarantee Void? 


\ccording 


¢ 


ling to a recent higher court 

vritten contract cannot be varied 

rr changed by verbal agreements, if 
the written contract contains a clause 


that the contract is the “complete” 


igreement between the parties. 
For illustration, in Hardin y. At- 
lanta Co., 30 S. E. (2d) 121, it was 


shown that 
electrical 


a property owner and an 
contractor 
contract by the 
contractor agreed to 
equipment at a specified price. 
written contract contained a 
as follows: 

“This full and 
complete agreement between the buyer 
and seller.” 

Later the building owner refused to 


made a written 
terms of which the 
install certain 
The 


clause, 


instrument is the 


pay the contract price on the conten- 
tion that when the contract 
was made an agent of the contractor 
verbally promised that lines would be 
extended so as to 


written 


building 

installed. 

refused to listen 

testimony and held the build- 

ing owner bound to pay the contract 
price. This court said: 

“The written contract declared that 


serve the 
in which the equipment was 


_° 


The higher court 


t 


it contained the full and complete 


agreement between the parties 


Must Prove Account 


Generally speaking, the courts ac- 


cept books of a seller as absolute proof 
that a customer owes the seller the 
amount shown on his books. Accord- 
ing to a recent higher court, invoices 


presented to prove an account must be 
supported by affidavits 
For example, in 


H milton, 35 So. 


1 
| 
i 


Andress Co. v. 
(2d) 272, a dealer 


rical supplies sued a purchaser 


In elec 


handise al- 
The 


to recover money for merc 
legedly sold to a_ purchaser. 
higher court refused to award the 
dealer a favorable verdict, saying: 
‘The invoices constituting the ac- 
are not even supported by affi- 
ivit of their correctness by any officer 
yr emplove ot plaintiff (dealer ).” 


Jury May Decide 


\ jury may decide whether a seller 
had “actual notice” of a defect in 


(Continued on page 139) 
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STOCK CONTROL CARD 
Item AN YF RANGE 


Grade Supplier 4 QC Dis> " ADVANTAGES OF STOCK 


ee How packed Color Model CONTROL 


Descrips on 





1:—Minimizes lost sales because 
of “outs 





2: Detects theft, laxity and error 
of employee 








3:—Indicate the turnover per 
item 

4:—Spotlight low movers before 
they become shopworn or obsolete 





so that they can be disposed of at 
minimum loss 


5:—Prevent long stocks and short 


stock 


6:—Holds the capital invested in 
stock to reasonable levels 








7:—Shows average monthly move- 
ment per item and total stock. 





8:—Prevents over-buying and un- 
der-buying 





MONTHLY SALES, PURCHASES AND STOCK-ON-HAND ore entered on a card like this by the dealer who wants 
to stop profit leaks before they happen. At the end of the year he simply adds the 13 items on the line ‘’Stock’’, 9:—Switches capital investment 
divides by 13 to get an average (in this case 14) and divides the total yearly sales (here it’s 45) by the from slow to fast sellers 

average to get his turnover (in this case about three). 


10:—Decreases overhead by in- 
creasing item turnover 


a 
11:—-Shows monthly record of pur- 
0 C 0 | [ 0 a ll Pp il D a ve _ = 


12:—Gives record of costs and sell- 
ing prices with all changes, a price 
history of each item. This detail 
The method outlined here shows the sales movement of each item in units, not — be kept on the back of the 
car 

dollars, making it easy to figure turnover per item and net profit or loss 
13:—Provides dependable data for 
statistical analysis to determine 
future operations on other than a 


By ARTHUR ROBERTS ystem of stock control for electrical trol systems to grief. Place one person guesswork basis 





erchandisers is detailed here. It can in charge of stock control, either part- 
used on large appliances and small time or full-time. Too many cooks 14:—Keeps margin at maximum. 
vares, also materials and parts in the — spoil this broth 
ITHO ntrol on an ervice and repair department The third essential is operating 15:—Provides information upon 
4 ‘lect refrigerator ! ‘ routine. Those who start a stock con which to build a balanced stock 
ermostat ; 1 furnace, The System Used trol system should take inventory and suitable to local demands 
e applhar innot operate econon lhe dependable stock control sys enter each item’s inventory on the 
lly vr efficiently Often a com- te vill ymprise i) the recording ird. The best time to start is right 16:—AMirrors the drop in demand 
paratively inexpensive mple control nediu loose-leaf or card; (b) the ifter taking inventory File cards for any item, giving the signal to 
( ) maint safe, economical, nt mediut fort (c) the alphabetically. Recording on each stock reduce the average carry 
efficient operation on an intricate and erating routine, from the purchas« mtrol card must disclose fact quickly 
1! ler to the sales order and inventory ind accurately. Some systems require 17:—Supplies data as to seasonal 
The electrica ealer 1 int. Cards, preferably 6 x 8 in., extensive calculations to get the an- dips and peaks. 
trols to hels termi! ther t ost practical and ical ver. Obviously, this is costly and a 
ng mediu the electrical headache to the electrical merchandiser 18:—Provides an inventory figure 
linating efficiently ei! Keep the two card vith limited clerical help. Operation is for monthly profit and loss state- 
( ne for “live” cards (active), slow if a file is cluttered with inactive ment without taking a physical 
not use ther the other file { lead” cards ! irds. When an item is discontinued, count 
I example, ta tocl ntrol. Fr tive transfer it to a “dead” file. Never 
c 1b] intant i 1] ntain only « lestroy cards because they are valuable 19:—Speeds up service and re- 
than 20 percent t ni t nd preferably one statistically. Where does the data come pairs. Keeps adequate stock of 
the electrica erchandisers wus¢ Keep the t ike-up as simple trom that goes on stock control cards ? parts and supplies on hand. Mini- 
, ite toc] ntro!} Manv u 1] ly ¢} lat ottad ly the purchase orders, sales re- mizes delays because of ‘‘outs”’ in 
e at all. The main reason for this t k the movement of stock fro ords or original records that cover the repair department 
ty ve find it, is an erroneous the purchase order to the sale. If receipt or disbursement of goods. 
ption that stock control is costly nece ry, adjust the form shown here he data may be transferred from 20:—Keeps sales at maximum, 
volved As with all systems, to your business requirements, retain- the original records to the cards daily, business prestige and customer 
tock trol can be simplified to fit ng the fundamentals. Make record weekly or monthly. If done accurately, satisfaction at tops 
iny business from a steel mill to a ings by hand; write legibly. Illegible the balance on each card should show 
retail store. A simple, inexpensive } vriting brings many stock con- (Continued on page 128) 4 
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«JOO FREEZERS 
A YEAR 


in 11 years of selling freezers in suburban Paoli, 
Pa., William H. Murray, Inc., has evolved a con- 


sistent se!ling pattern that keeps freezers moving 


even during the winter months 














Yep 3 
i Mtbere, » 
TIME, Fo aaitese . 
° Peel 


BEST PROSPECT-FINDER in Murray's is the simple plywood panel holding samples 
of freezing materials. Commercial locker users come in to buy their wrapping 
and get a freezer sales talk from a salesman while the stock boy is off collecting 
the purchases. E. A. Prince, left, sales manager, demonstrates the technique 














PLENTY of window area dresses up Murray's plain frame building in suburban 


Paoli. The store is at the intersection of the Paoli Pike and the Lincoln Highway 
(foreground), gets plenty of traffic. 
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“TAKE HOME a sample,” 


is one of the strongest inducements to prospects. As 


they leave the store they are invited to help themselves from the well-stocked 


freezer near the door 


“REE samples of frozen food, free 
food freezing and wrapping 
demonstrations, a good stock of 

wrapping materials, and seven freezer- 
owning salesmen are 10 good reasons 
why William H. Murray, Inc., Paoli, 
Pa., is selling home freezers at a 300- 
per-year rate. 

“We've been selling since 
1439,” says E. A. Prince, sales man- 
ager, “and gradually have evolved a 
consistent selling pattern. We don’t 
slacken up during the off-season or 


Ireezers 


cold months and we are able to move 
20 more units a month even in the 
winter.” 

According to Prince, one of the best 
freezer lead-getters is a simple ply- 
wood panel hung conspicuously over 
1. mass display of Deepfreeze, Hot- 
point, Kelvinator, Wilson and Victor 
treezers. A hand lettered sign on the 
panel “Get the most out of 
YOUR freezer,” and the panel 
itself holds pinned-up samples of freez- 
ing and wrapping materials and acces- 
sories, 

“We set up this board,” says Prince, 
“as a means of attracting people who 
ire renting food lockers from some 
commercial firm. They come here to 
luy cellophane wrapping paper, large 
freezer vegetable bags, liquid contain- 
ers and other items. A salesman takes 
their order, sends a stock boy to collect 
the purchased items. Then he begins 
to talk about the advantages of having 
your own home freezer. It’s a natural 
-and we sell many units from this one 
simple device.” 

Part of the freezer 
job is, of course, educational, and it is 
Prince’s feeling that a large share of 
this must fall to the dealer. Many 
people, he says, still don’t know what 
a home freezer will do. His salesmen 
talk quantity, convenience and econ- 


reads, 
home 


merchandising 


Here a salesman gives a prospect a filet of frozen fish 


omy, but lay special stress on quality. 

“We tell prospects that canning is a 
much harder job than freezing,’ he 
“Canning is hard, hot work— 
especially in the strawberry and corn 
season. And we’re darn caretul to 
point out that frozen foods are not 
only easier to prepare, but also are 
fresh, whenever you want 


say S. 


garden 
them.” 

Part of the Murray contribution to 
consumer education is 
Freezer School, held in 
with Raymond Rosen, 
distributor. 


a continuing 
cooperation 
Philadelphia 


Schooled Prospects 


Prospects receive mailed invitations 
to these schools, learn by watching thx 
best methods for preparing, wrapping 
and freezing foods. As a turther in 


ducement to their attendance, doo 
prizes, usually consisting of 
of frozen food, are awarded 

Prince points with some pride to the 


seven salesmen. “All of them are 


owners of freezers. Owns 





ables them to familiarize 


with all use and operation procedurs 


They know by experience what free 
ers will do and they are better able to 
talk their merits.” 

The prospect who has be: exposed 
to a Murray salesman will, says Princes 


be at least a little bit interested. On 
his way out of the store he gets still 
another jolt to his sales resistance. 
Prominent near the exit is an oper 
ing freezer, crammed with food 
“We keep a supply of su od 
lobster, fish, cakes and rolls,” explains 
Mr. Prince. We 
to the door and 
‘Take a sample,’ we tell him, 


escort ft 


prospect 
stop by the freezer. 


home 


‘and see how good your frozen 
foods can be.’” 
(Continued on page ®&)) 
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s about to build 


MEET 


WILLIAM B. PARK of Winnetka, III., a plumber whe 


tT w 


ovement of big 
ng, has been t e tet 

distribution. a head-on col- 
tween plumber 
“We won't in- 


declares 


FOUR SUGGESTIONS 


For Handling Installations 


From a Distributor . . . . Pay the 
plumber a flat price for installation plus 
10% of sales price on service reserve. 


A Dealer-Plumber Proposition 
.. « » A 50-50 split on the profit between 
plumber and dealer, plus prompt payment. 


For a Small Plumber Who 
Doesn‘t Merchandise . .. . A flat 
price of installation plus the privilege 
of buying appliances at dealer price to 
“sweeten his kitty.” 





For the Guy Who Buys at Whole- 
sale . . . 20% of the list price for mak- 
ing the installation. 


Keep a Pet Plumber 


Getting piped-in appliances installed is not too 


great a problem, if you will work out an equitable 


deal, say representative Illinois merchants 


By TOM F. BLACKBURN 


to purchase 


in eftort be made 


hese war- 


h peace between 
rades, and in Chicago lives a 
man who is probably best fitted to find 
He is R Cooper, iN. 
t of the heating and plumb- 
ng supply business to become the 
General Electric distributor for Chi- 
igo. Mr. Cooper stems from Seattle, 
ere years ago he became a sales- 

n in order to earn enough money 
to marry a girl. His career eventually 
brought him to Chicago where one of 

s chents, General Electric, grew to 
such proportions that it eventually 
enveloped all of his time as a dis- 
tributor. 

Having a clientele of plumbers who 
bought his heating devices and other 
merchandise, it was natural that K. 
Cooper, Jr., continued to take ad- 
vantage of the plumber’s frequent con- 
tact with the home. Mr. Cooper is 
probably the only distributor in Chi- 
works 
plumber, 


cago who has a man who 
exclusively as a_ specialist 
Bob Hendrickson. 

Because the plumber is a force that 
must be reckoned with in the growinz 
popularity of piped-in appliances, Mr. 
Cooper has studied the competitive 

ation carefully with the view of 
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discovering a formula by which the 
appliance retailer and plumber could 


get along together. 
Three Kinds of Plumbers 


“Tt must be remembered,” says Bob 
Hendrickson, plumbing specialist for 
Cooper, “that there are three kinds of 
plumbers: 1. Plumbing installers who 
are simply mechanics that do repair 
work and sell little merchandise; 2. 
Plumbing contractors, the lads who 
remodel old houses and put plumbing 
in new ones (they are not merchants) ; 
3. Plumbing appliance dealers, a new 
group that is emerging, who sell mer- 
chandise as well as take care of cus- 
tomers. The plumbing side of their 
business is precisely what the repair 
side is to the electrical dealer.” 

“Keep a pet plumber” is the Hend- 
rickson advice to the electrical dealer. 

$y that Bob Hendrickson means 
that every dealer selling piped-in 
appliances should make an agreement 
with some plumber of his choice to 
do the installation. By feeding to one 
plumbing establishment a _ certain 
volume of installation business, the 
dealer can become a worthwhile ac- 
count. 

There are several things necessary 
to make this deal work, he thinks. 

(Continued on page 136) 


GEORGE GROOTE, a Chicago plumber, represents the trend to piumbing appliances, with 
a store as bright and well run as any encountered. 
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stable base prevents accidental overturn. 


priced air circulator. 
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It's more than a fan... it’s a 


Ree. U # Pat. OF, 


FRESH’ND-AIRE COMPANY — A Division of Cory Corporation « 221 N. LaSalle St., Chicago 1, Ill. 
Export Dept.: The A. J. Alsdorf Corporation, Chicago 1, Ill. . 
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Opens new deale 





opportunities 
with Frostair : 







































Last month we announced the acquisition of Frostair, the two- 
in-one refrigerator. 

Following this announcement, we have received many inquir- 
ies from distributors and dealers. All express enthusiasm for 
the product and for the profit possibilities under the Deepfreeze 
| home freezer banner. 

For others who are interested, we present these facts: 
Frostair is America’s only duplex refrigerator —the one and 
only true combination refrigerator and home freezer in one 
cabinet . . . the only one that is powered by two separate compres- 
| sors for refrigerator and freezer. 
To you as a dealer, Frostair offers a big opportunity in both 
] the refrigerator and the home freezer fields. 

Frostair gives you an exclusive sales story to tell, dramatic 
features to demonstrate. And that means sales—easier sales, 
more sales. 

If you want to sell Frostair and identify yourself with the 
great Deepfreeze refrigeration program in your community, 
we suggest you act now—today. See your nearest Frostair dis- 
tributor or write us direct for details. 


DEEPFREEZE DIVISION, Dept. ED-128 
Motor Products Corporation, North Chicago, Illinois 





REFRIGERATION COMPARTMENT 
@ Capacity, 7 cubic feet 


bad . 
MSS TL AM 20 22-forbioned colt box 


@ Controlled humidity retains moisture; 
foods can’t dry out 


0 n d 0 n ly @ Cold is motionless, no transfer of odors 
i eenememaaieel 


@ Over 14 square feet of shelf space 


F rosta f @ Ninety large ice cubes 


HOME FREEZER COMPARTME?IT 
@ Capacity, 3 cubic feet 


offers all these @ Holds two bushels of foods 
outstanding 


features @ No need to open freezer when using 


@ Twin bins for ease of storage 


@ Bins slide out like drawers of filing 
cabinet 


®@ Separate doors 


refrigerator 
@ Positive temperature gauge 


Visit our exhibit in Rooms 1447-48, The Merchandise Mart, Chicago, during the Chicago Home Furnishings Market, January 3-15, 1949, 
and during the National Housewares and Major Appliances Show, January 13-20, 1949. 
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DIVISION, MOTOR PRODUCTS CORPORATION =" f 
e 


-- does it again 


Two more new Deepfreeze They’re already rolling off the assembly line. Ready for you to | 


start taking orders now — the new De Luxe Model C-6 and the 
new Model B-6 Deepfreeze home freezers — the greatest six cubic 


home freezers with larger. etiessceut mc iom cera 


Consider the capacity —six full cubic feet. Compare the price 


capacity at lower cost! only $239.95 for the new Model B-6. And study the features 
- 


the new De Luxe Model C-6 has everything, including deluxe 
—_ | ae equipment and low price, too—only $269.95. 






















quir- 
n for 
reeze 
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one 
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dors 
New De Luxe Model C-6, six cubic feet, 
$269.95 delivered and installed. Other 
models available in 10 and 17% cubic foot sizes. 
Fa e 
REMEMBER: >... . 
e one ca 
on 
{ 
j | 


TRADE MAR OFC VS Pal OFF 


HOME FREEZE ; ~ New Model B-6, six cubic foot capacity, but 


without light, baskets, or lock, $239.95. 





Visit our exhibit in Rooms 1447-48, The Merchandise Mart, Chicago, during the Chicago Home Furnishings Market, January 3-15, 
and during the National Housewares and Major Appliances Show, January 13-20, 1949. 
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“t anems OF Ott ay 


APPROVED 


by LEADING DISHWASHER MAKERS! 


@ Electra-Sol is a special compound 
that fulfills the 4 special require- 


ments of electric dishwashers! 
1. Electra 








Sol leaves no] Im on dishes 
or machine—thanks to amazing new 
chemical, tripolyphosphate! 2. Elec- 
tra-Sol makes no suds! Only a non 
sudsy compound like Electra-Sol lets 
machines operate at peak efficiency! 
3. Electra-Sol has greater cleaning 
strength than is possible with manual 
compoun Electra-Sol’s super 
chemical action does a cleaning job 
no ordinary compound can hope to 


match! 4. Electra-Sol is absolut 


harmiess to 


metal utensils, such as 
aluminumware, washed in machines! 
Non-caking! Electra-Sol always 
pours freely. 

Backed by over 25 years’ research 
in the field of chemical cleaning com- 
pounds! 

Builds store traffic! More chances 
for you to make more appliance sales! 
Top profit margin! You get a full 
31°) profit on your selling price! 
What’s more, Electra-Sol gives you 


colorful displays and aids 
absolutely free! 


sales 


HOW ELECTRA-SOL ELIMINATES CLOUDY GLASSES, FILMY DISHES! 


insoluble, 


Electra-Sol, thanks 
tripolyphosphate, 





Ordinary cleansers combine with calcium 
and magnesium in hard water to create 
hard-rinsing 
clouds glasses, films dishes. 


to amazing 
forms 
rinsing solution—thus leaves no film to 
» dull lustre, harbor bacteria! 


Write for name of your nearest ELECTRA-SOL distributor. 
Also send for colorful ELECTRA-SOL dealer sales aids. Yours, free! 


Address ECONOMICS LABORATORY, INC., ST. PAUL, MINN. 


sludge which 


new 


clear, free- 
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Watch Small 


Expense ‘Leaks’ 


One dealer saved $110 a 
month by eliminating them 


UTTING operating expense, a 

“must” in view of today’s shorter 
profits, buyer resistance and still-rising 
costs, means close attention to the “lit- 
tle things” in everyday operation, ac- 
cording to a St. Louis retailer of home 
appliances. 

The retailer recently made a sweep- 
ing “cost reduction survey” which re- 
duced his monthly operating cost by 
more than $110, over and above the 
usual reductions possible by attention 
to major items in the overhead. In- 
cluded in the “little things” surveyed 
were a host of seemingly insignificant 
expenses which when lumped together 
actually exceeded store rent. On the 
list were wasted shipping cartons and 
cardboard boxes, wrapping paper, 
loss, undue mailing expense in 
correspondence, advertising and state- 
ment distribution, over-frequent pur- 
chase of display materials, and even 
such items as pencils furnished em- 
ployes and replacement of wet weather 

its used inside doorway of the store. 


string 


How to Save $10 


To arrive at the $110 saving, the re- 
tailer hit upon a simple plan. First, he 
himself listed all expenses of business 
operation, in The first 
dealt with fixed overhead such as rent, 
light, taxes, license, heat, water and 
On the second list were 
minor expenses, as many as he could 
call to mind, in watching over store 
operations. Two months were required 


two sections. 


depreciation. 


to complete the listing, in order to 
make certain that every “cost factor” 


found its way on to the sheet. In the 
meanwhile, the retailer offered a $10 
prize to the employe who turned in the 
most complete list of costs to 
match his own, with a bonus for the 
most practical suggestions for reducing 
them. Nine employes entered into the 
campaign enthusiastically, and from 
their observations, another eleven lit- 
tle-noticed “profit leaks” were added to 
the master list. “We devoted plenty of 
time to making up the lists simply be- 
cause we felt that the undertaking had 
to be complete before we could make 
much headway” the retailer indicated. 
“For example, only one person re- 
membered the cost of filling inkwells 
at various points in the store, while an- 
other was the only employe to remem- 
ber that we spent about $8 per year for 
soap in the lavatories. Still another 
pointed out that while charitable or- 
ganizations collect most of our paper 
waste, we still had $15 to spend for 
non-salvageable trash hauling.” 


store 


Dollars for Leaks 


Each of these profit leaks was 
studied separately, and a prize amount- 
ing to from $1 to $5 was awarded for 
the best method of doing away with it 
or reducing its cost. While these re- 
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wards seem small, they provided suff- 
cient incentive for an excellent re- 
sponse, and the entire staff of the store 
got into the spirit of the thing. 

“It was literally amazing how out- 
wardly unimportant expenses piled 
up,” the retailer said. ‘““‘We soon found 
that we were paying regularly for 
services or supplies which had very 
little use in the store, and that by a few 
simple changes we could eliminate in- 
dividual costs of as high at $10 per 
month. Often, it was the things which 
had appeared least costly which 
amounted to the most expense.” 

Here is a list of “little things” which 
proved most open to improvement in 
the St. Louis store, and which com- 
bined, saved a_ surprisingly large 
amount of the yearly overhead, plus 
the “solution” worked out for each 

1. Postage. The St. Louis store 
checked its records closely, and found 
that statement mailings were being 
duplicated, regular direct mail was go- 
ing out to former customers who had 
1 that first cl 
being used for folders, literature, 
etc., which could as easily go fourth 
In addition, as many as three 
and four letters per day were going 
each in a 

separate 


moved away, an iss mail 


Was 
class. 


out to the same suppliers, 


separate envelope with a 
stamp. 

SOLUTION: y directory 
was used to eliminate more than 240 
names from the direct mail list, and an 


effort made to group together state- 


The city 


ments of customers living in the same 
family, all maintaining accounts. To 
cut down postage on correspondence, 
a ruling that letter envelopes were to 
be typed the last hour of the day was 
put in force. Typists now merely go 


through the day’s accumulation of let- 
page 64 
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J * Automatic leads the value parade 
3 | with the greatest wringer design 


and an j 


if S 4 s = 4 7 T 
=~ { Wi advance in years...FULL-VIEW 
> same : | seat L Bae: 














s. To ieee 

enaee, BE / MODEL 483 P Another first for Automatic! FULL- When you add in all these other plus 
agtics = p/ oy VIEW —the wringer with complete features... DUO-DISC Agitator, sealed- 
ely go : f / ‘ ‘ and unobstructed view of the rolls at in-oil ball bearing transmission, extra- 
of let- ff Ss all times. FULL-VIEW—the wringer rugged construction, handsome styl- 
y dS with truly fingertip operation. ing, triple guarantee ... you know 
Flu Just look at these wonderful new why Automatic leads the value parade. 
Shines great calien dieiess | features—see why women rave about Get the whole wonderful Auto- 
the FULL-VIEW. New finger-touch pres- matic story—right now—from your 
. sure release. New fingertip pressure re- Automatic distributor. Or write for 

BALL BEARING DRIVE—for smooth, set lever. New start-stop-reverse roll his name and full details. 


whisper - quiet operation. Only 5 moving 
ports. Precision-cut gears. Lifetime lubri- 
cation sealed in at the factory. 


control. New one-piece wringer hous- 
ing with larger working area. Smart 
new styling with greater efficiency. 


STANDARD EQUIPMENT 


And it’s standard equipment on 
Automatic’s outstanding Model 483 
Washer — at no extra cost! 


A MODEL FOR EVERY PURSE AND PURPOSE 





DUO-DISC AGITATOR—for Two-Way 
washing. Down—for ordinary washes. 
Up—for blankets, slip-covers, rugs and 
other bulky things. 








==> FS = si = 
A \\ { es ced we < 
7 TRIPLE GUARANTEE—a 10-year service — I ) \y 
~~ gvorantee; o 1-year gyarantee against aa y ’ y v=, vy 
defects in workmanship or material; a 
Caley tintin qlsueiien 465 om PRESS -TOE DUO-SPIN MODEL 483 MODEL 489 MODEL 481 
engine models. & i 
! NEWTON, IOWA -« FACTORIES AT NEWTON AND MASON CITY, lIOWA 
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ver °1,/80,000 teau! 


MORE ADVERTISING THAN 
CARRIED BY ALL OTHER 


HESE figures make clear that the 

Tribune is Chicago’s primary medium 
for promotion of sales of home furnishings, 
housing equipment and electrical appli- 
ances, including radio and television. It 
alone supplies the marketwide coverage that 
is in step with Chicago’s wider distribution 
of spendable income. 

Daily and Sunday in Chicago and sub- 
urbs, the Tribune delivers hundreds of thou- 
sands more circulation than other Chicago 
newspapers. And because it is the news- 
paper more people read and want, it de- 
livers for advertisers an impact on consumer 
buying that produces greater response at 
counters and on sales floors. 

In addition to its full market circulation in 
metropolitan Chicago, the Tribune reaches 
hundreds of thousands of home-minded 


CHICAGO NEWSPAPERS COMBINED! §- 


families in the adjacent territory. In 756 
cities of 1,000 or more population in the 
multi-million dollar greater Chicago market 
better than one out of every three families 
reads the Tribune on weekdays. On Sunday 
nearly three out of five read it. 

The Tribune rates highest with salesmen. 
Retailers prefer it. From first» hand experi- 
ence they know that the Tribune audience 
does the bulk of the buying of hardline mer- 
chandise, and that they sell with greatest 
effect when they are backed by adequate 
schedules in the Tribune. 

Are you taking full advantage of the op- 
portunities offered by the Tribune’s unique 
position in the Chicago market? A Tribune 
representative will be glad to help you build 
a sales producing program based on definite 
market facts. To get more sales now and to 
build solidly for the future, ask him to call. 


CHICAGO TRIBUNE 


THE WORLD’S GREATEST NEWSPAPER 


September average net paid total circulation: Daily, over 985,000— Sunday, over 1,575,000 


CHICAGO TRIBUNE REPRESENTATIVES: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 East 42nd St., New York City 17; W. E. Bates, Penobscot Bidg., Detroit 26; Fitzpatrick and Chamberlin, 
155 Montgomery St., San Francisco 4; also, 448 S. Hill St., Los Angeles 13. 

MEMBER: AMERICAN NEWSPAPER ADVERTISING NETWORK, INC., FIRST 3 MARKETS GROUP, 
AND METRCPOLITAN SUNDAY NEWSPAPERS, INC. 














Expenditures for advertising of home furnishings, housing equipment, 
and electrical appliances including radio and television in each Chicago 
newspaper, retail and general combined. 





FIRST 8 MONTHS 1948 













CHICAGO TRIBUNE PAPER B PAPER C PAPER D PAPER E 
$2,610,258 $829,931 $781,801 $603,420 $12,565 


By placing more of their promotion funds in the Chicago Tribune than in all other Chicago newspapers combined, retailers and manu- 
facturers make plain that the Tribune audience accounts for the bulk of the buying of consumer durables in the rich Chicago market. 





Percentage of expenditures for advertising of home furnishings, housing 
equipment and electrical appliances including radio and television placed 
in each Chicago newspaper, retail and general combined. 








FIRST 8 MONTHS 1941 AND 1948 





lI 0 





CHICAGO TRIBUNE PAPER B PAPER C PAPER D PAPER E 
38.5% 54% 27.4% 17.1% 18.37, 16.1% 15.8% = 12.5% No Issue 0.3% 
1941 1948 1941 1948 1941 1948 1941 1948 1941 1948 


Note the pronounced trend to the Chicago Tribune. In the 1941 period, the Tribune’s lead over the next Chicago newspaper was $245,148, 
or 39.9%. In the 1948 period, the Tribune’s lead has been boosted to $1,780,327, or 214.5%. This suggests that you not only sell with 
maximum economy and effectiveness today, but also that you build solidly for the future when you build your Chicago promotion around 
the Chicago Tribune. 

















































simplify Christmas sales for you and 
the shopper. Choice is easy, sale is 


The unique and perennially useful items 
in the Everhot line meet the great 


majority of all gift requirements. Ever- quick. No waiting for a decision while 


hot displays in window and store other impatient shoppers fret and fume. 





— 2 





Everhet Roaster Oves 


Everhet Automatic Reasterette 














Everhot Fan and Heater 


Everhet Air Fle Heater Everhet Timer Clock 
CASH IN ON EVERHOT ADVERTISING — Everhot Consumer Advertising con- 


sistently carried on all fall and winter will continue right through December. Gift 
shoppers see Everhot Products featured in Better Homes and Gardens, Ladies’ 
Home Journal, McCall's, Household, Woman's Home Companion, House and 
Garden, and American Magazine. 


WHY DON’T YOU DO YOUR CHRISTMAS SHOPPING EARLY? We have set 
up special facilities for quick handling of last minute shipments, but positively will 
fill all orders in the order in which they are received. 


THE SWARTZBAUGH MFG. COMPANY 
TOLEDO 6, OHIO * ESTABLISHED IN 1884 


€VERHOT 
PRODUCTS 


ROASTERS...HEATERS... APPLIANCES 
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ters, and make out only one envelope 
for each address involved, slipping 
anywhere from one to five letters in 
the same envelope. A special bin for 
fourth-class mail was also set up, into 
which all mailings which do not in- 
volve writing or personal messages are 
tossed. The savings made here are 
obvious, amounting to more than $20 
per month at minimum. 

2. Cartons, boxes and wrapping ma- 
tevealé, «si A check revealed that the 
store had been for years buying setup 
boxes, gift boxes and paper materials 
for wrapping and delivering merchan- 
dise, while at the same time, a huge 
monthly accumulation of perfectly re- 
usable cartons and boxes coming in 
from suppliers were being discarded 
and hauled away by salvage firms. Ex- 
cept for pure white gift boxes, it was 
possible to cut all carton, cordage and 
wrapping paper expenses by three- 
quarters. 

SOLUTION: All incoming wrap- 
ping materials are now sorted into 
particular sizes in wooden bins, while 
boxes are nested together in neat piles 
along the stockroom wall. Salespeople 
are instructed to use these materials 
for protecting any shipped or carried- 
out merchandise. Where customers 
buy many small items, these are placed 
in cartons, instead of using expensive 
printed paper bags or wrapping paper. 
Most people are accustomed to this in 
food supermarkets, and have no ob- 
jection to boxes bearing previous 
stencils or markings, the store has 
found. Savings are approximately $11 
per month. 

3. Display materials. An un- 
suspectedly heavy source of expense 
proved to be display materials, includ- 
ing manufacturer’s posters, manikins, 
signs, etc., plus draperies, plaster or 
wooden fixtures, plastic signs, etc. The 
management found that many of these 
were carelessly tossed on a shelf after 
using, becoming too soiled or damaged 
for use another time, and making it 
necessary to buy more to keep window 
interest alive. White wooden supports, 
shelving, for example, had to be re- 
painted three or four times per year at 
an average. 

SOLUTION: A closet with a tight- 
door, formerly used for 
janitor’s cleaning supplies, was cleaned 
up and is now the display materials 
storage room. All signs, posters and 
window forms, as soon as they are re- 
moved from a window display, are 
wrapped tightly in heavy paper, taped 
shut, and are stacked to keep them in 
shape. Manikins, light-color frames, 
supports, racks, etc., are similarly 
“cocooned” before putting them away, 
and display cloths go into dustproof 
plastic garment bags reserved for the 
purpose. The management also stipu- 
lates that no plastic window items, or 
merchandise which can be damaged by 
the sun, be placed in the windows dur- 
ing seasons when sunlight is strong 
through the glass. Savings here may 
bring economies of as much as $50 per 
month eventually, the management in- 
sisted, 

4. Pencils, ink, and paper—The 
store found that it was using up an 


ly-closing 
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Watch Small Expense “Leaks” 
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average of 65 lead pencils per month, 
some of them obviously lost, carried 
off carelessly by employes and custom- 
ers, or broken in use. The bill ran to 
around $4.80 per month. Also, 15 ink- 
wells at various points were absorbing 
a pint of ink per month, at $1.50 to $2. 
Pens and pen points, while cheap, were 
being replaced frequently, at 20 cents 
per pen replacement at the dip wells, 

SOLUTION: The management, 
considering inkwells old-fashioned, 
eliminated them completely. At the 
same time, the use of pencils was dis- 
continued, by buying a well-made ball- 
point fountain pen, capable of writing 
on almost any surface, for every em- 
ploye. By ordering them through a 
cooperating novelty store, it was pos- 
sible to obtain a ball pen with the em- 
ploye’s name printed on it for each at 
50 cents per person—and with the long 
service of this type of writing instru- 
ment guaranteed, pencils are no more. 

5. Paper cups . . . Like many other 
stores, the St. Louis organization had 
been using a water cooler of the in- 
verted bottle type, and was averaging 
consumption of half a box of paper 
cups per day—or $1.10 per week. 

SOLUTION: The water service 
company was requested to supply in- 
stead a fountain type, with an extended 
arm for drinking direct, and cooperated 
by installing this at the same monthly 
service cost as the spigot variety. Sav- 
ing here, approximately $5. 

All of these are typical, unnoticed 
“profit leaks” which have a profound 
effect on the cost ledger. In addition, 
the St. Louis store has instituted such 
economies as eliminating one unneces- 
sary telephone which had cost $13 per 
month, set regulations on leaving lights 
burning when not needed, simplified 
office forms down to small size, low- 
cost varieties, and done away with 
“charity” advertising programs, menus, 
community publications, etc. All of 
these economies, it was stressed, are 
over and above the major expense sav- 
ings such as lower heating tempera- 
tures, covering up merchandise at night 
to prevent soilage, careful attention to 
the return problem, etc. “It’s the little 
things which count most in saving 
costs,” the retailer summed up. End 
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cvailable in certain territories. 

















is EASY TO SELL tHem 


| AUTOMATIC 
ELECTRIC Wer wEemt® 


HAVE ALL THE FEATURES THEY WANT! 


Gleaming Enameled Casing - 
Advanced Design « Table top for extra work space or upright model to conserve | 
floor space - Adjustable Thermostat—can easily be set for any temperature. 


SS) HE DEMANDS: 


| 
Extra-thick Fiberglas Insulation to prevent heat loss through 
top of te economy * Underwriters’ Approved Heavy Wiring for safety ° 
Double Extra-heavy Galvanized Copper-bearing Steel or Pure Copper Tank - 
Heat trap provided in outlet to prevent back circulation in piping, means 
dependable performance. 


PLUS ee « Heavy legs for sturdy support: Inlet and drain a” ea 
located to offer greatest convenience in plumbing installation ° 
Cathodic protection by magnesium rod extends tank life up to 
70 times (optional) - Easily removable port hole cover: Chroma- 


Dww Electric 
lox immersion heating unit. 20 tas 30 ga/ 57” x 291 sais 
. 50 gal 67" . tanks PPer 
Dww Elect: x 22” Pereben,.P 
J. LIBERAL 10 YEAR GUARANTEES : M66 get. gan 88! vanj,n8 
ON BOTH COPPER AND EXTRA-HEAVY COPPER-BEARING nm Mace. aoe cameaigente 
. * T GALVANIZED STEEL TANKS OWW Electric 7x26" Pectin Om 
r WHEN ORDERED WITH CATHODIC PROTECTION 72” x 39 
a Nationally Advertised 
(stande, Watts rin 
~ ° YPE “ovine? size) ty 
ATIPE AND ppose 
SIZE FOR EVERY PU 
wh | | 
Distributors are invited to inquire , 
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D. W. WHITEHEAD MANUFACTURING CORP., 607 WEST INGHAM AVENUE, TRENTON 8, N. J. 
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American Furniture Mart 
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Jf Sou (BENDIX RADIO) 
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Af REG. U.S. PAT. OFF. 


Pe 
Wa a 
BENDIX RADIO DIVISION OF Sy 
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| Judge and Jury? 





THE VERDICT IS POSITIVELY ‘‘YES”’ 


— Wa WITH THE BENDIX RADIO AND TELEVISION DIRECT-TO-DEALER MERCHANDISING PLAN 


Price-wise, you can take on all comers with this line for “49—perfect testimony to the value. per- 
“no middle-man” line. Quality-wise and value-wise, manence and power of this answer to a retailer’s 


you'll be way out in front! And because this fran- 
chise is restricted to only one dealer in each com- 
munity you are protected as well from dumping and 


prayer. Visit the Bendix Radio and Television space 
at the Winter Furniture Mart—see and compare 
Bendix Radio’s sensational “no middle-man” prices. 


price cutting by dealers with the same line. Your Check point-by-point the profit making advantages 
profit is protected every way! of this power-packed plan. Let your own good 
judgment tell you why everything points to Bendix 


See the evidence for yourself in the new “Success” Radio for profits, progress and permanence. 





HOW CAN YOU MISS WITH A PROGRAM LIKE THIS! 


* The appointment of only one dealer in each community * Direct factory-to- 


dealer shipments * Freight prepaid to destination *Low consumer prices com- 


nd No Salesmen Present 
ones Opening Day 


petitive with national chains and mail order houses * Liberal dealer discounts 
*Nationally advertised retail prices protected by your exclusive franchise * Radio 
and television built to Bendix Aviation Quality standards * A complete line of 


radios and radio-phonographs including famous Bendix Long-Range FM *° The 


To let you make an unbiased decision on the profit potentials most advanced television created by the acknowledged leaders in radar and radio 
of our plan and the outstanding merchandising values in our engineering *Consistent national advertising that builds store traffic for you * 
special winter promotion models, all our Bendix Radio sales- Compelling point-of-sale promotion helps * Special promotion models to meet 
men are barred from our exhibit on January 3rd. Come in competitors’ “off-season” distress sales *Plus many new profit-building features 


and let your own good judgment guide you. soon to be announced. 


Radio and lelevision 
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SATISFACTION 


WIREMAKER 
FOR INDUSTRY 





Belde 


© 1948. Belden Manufacturing Co.. Chicas 


The Belden Line of Complete Cords 
NOW AVAILABLE FOR DEALERS 


Corditis-free Replacement Cords for lamps and appliances 
Extension Cords and Cordlites 
Portable Outlets, the “Under-the-rug Cords” 


Ask your Belden Jobber 


DECEMBER 
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Refrigerator 
Trade-ins Increasing 


ee CONTINUED FROM PAGE 47 ee 


anical and refinishing job; 222, « 
27.6 percent, do a mechanical recond 
tioning job, but don’t repaint; only 74, 
or 9.2 percent, just repaint and let 

go at that. Compared with eariier 





surveys, this shows a sharp decrease 
in the percentage of dealers whos 
plans call for complete overhauling 
(the percentage on the first survey was 
77.8). Many dealers who made a liv- 
ing on service during the short- 
age years have apparently decided : 
that their profits on sales are lush 


enough so that they don’t have to con 
cern themselves with overall repairing, 
Moreover, 146 dealers, or 18.1 percent, 


ee 


send out all their repair work to be 
done elsewhere. And 109, or 13.5 per- 
cent, did not answer the question. 


What It Means 


The significance of this survey is 
twofold: it serves as a signpost on the 
road to a buyers’ market in refrigera- 
tors, and it is a partial measure of 
the replacement market in the field. 
As for the first, we have already men- 
tioned that a buyers’ market is not 
too far away when 56.7 percent of ap- 


pliance dealers are already accepting 
trade-ins, and 29.5 percent are plan- 
ning to do so. As for the second, the 
fact that there are five trade-ins for 
every hundred sales can serve as a 
starting point to measure the replace- 
ment market. The point to remember 
is this: there are many, many used 
units which are disposed of by pur- | 
chasers of new refrigerators—units 
that the dealer may never see. The 
buyer gives his old unit to a relative | 
or friend, or he sells it through a news- | 
paper ad (often at the suggestion of 
the dealer), or he keeps it as an auxil 
iary appliance, etc. 


a vermanentienst 


Get the Replacements 


Some idea of what is happening 
along this line can be gained from the 
results of another survey which ELEc- 
TRICAL MERCHANDISING has been con- 
ducting concurrently with the investi- 
gation of refrigerator trade-ins. It 
also covers the question of the pet 
centage of trade-ins (the figure cor- 
responds closely with the 4.81 percent 
quoted earlier in this article); but in 
addition it reveals that the replace 
ment market for refrigerators is now 
in the neighborhood of 36.3 percent 
This is the market the dealer must 
keep his eye on. As the buyers’ market 
makes greater and greater inroads, hi 
new customers will dwindle in number 
He’ll always have new customers, o! 
course; but he won’t be able to make 
a good living by them. He will find 
himself dipping more and more int 
the replacement barrel for his pros 
pects, and he'll be taking more an 
more trade-ins to convert these pros 
pects into customers. Dealers in th 
smaller communities are finding thi 
out without too much pain, but ou 
survey would seem to indicate that 
plenty of the big-town operators a1 
due for a rude awakening. Ent 
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TEST 


To boost your sales, build displays‘ that create buying 


ideas—build them around nationally cdvertised brands. 










complete Meat 


Display These Home Furnishings 
And Appliance Store Products 
Advertised in the Current Issues 


of The American Weekly 


Airway Vacuum Cleaners * Bond Flashlights and Batteries - 


Camfield Automatic Toasters - Delta Electric Lanterns - Easy 
Washing Machines « Eveready Flashlight Batteries - G. E. Irons 
& Heating Pads: Health-Mor Filter Queen * Holmes & Edwards 
Silverplate - Honeywell Regulators * Kem Hot Water Heaters - 


Motorola Television - Ronson 


National Pressure Cookers - 
Underwood 


West Bend Coffee- 


Lighter Accessories ° 
Typewriters ° 
Making Twosome - Westinghouse 


Ra 


Snapshot Cameras. — 


Electric Appliances: Whittaker 
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DO YOU KNOW HOW TO INCREASE 
SALES? Select reputable brands that are 


advertised in big national magazines — 





then display the merchandise on your 
counters and in your windows. Leading 
companies like Westinghouse select the 
biggest national magazine, The American 
Weekly—now it’s up to you to take advan- 
tage of this selling combination by building 
displays. Let the people in the 9,723,695 
families where The American Weekly is 
read know that you sell the merchandise they 
see advertised—build more merchandise displays 


around nationally advertised brands. 


More Millions Are Reading The American Weekly 
Than Any Other Magazine 


Feature the products in your store 


| that are nationally advertised in THE \M ERIC AN 
| The American Weekly, because The WW EERLY 
| American Weekly reaches more fam- re 






ilies (9,723,695) from coast to coast 
than any other magazine. Would 
you like to know how many fam- 
ilies in your community read The 
American Weekly? Write to Promo- 
tion Dept., 63 Vesey Street, New 
York 7, N. Y. 


A Hearst Publication 
63 Vesey Street, New York 7, N.Y. 


THE MAGAZINE DISTRIBUTED FROM COAST TO 
COAST WITH 20 GREAT SUNDAY NEWSPAPERS 


Peay on VAvradee 


SEPPES of mAeT INR, 
DAVID WRIGHT 
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No TRADEIN problems 





SELLING 














BIG SELLERS in the stock of B. J. Masterson, right, are hand-winding phono- 
graphs with battery-powered amplifiers, and such battery-operated all-wave 
portables and table models as the one Masterson is demonstrating 








fragt sales axe clean - no tuss 


They dont return old cabinets for new B. J. Masterson of Kingman, Ariz., sells where the old 


West meets the new appliances. Cowboys, Indians, wind- 
powered current, far-flung prospects, are his problems 


You sell, not exchange, (dohen:fiaft kitchens a 
NLA ALY 


got problems ? assortment of records stocked by Mrs. 
\ B. J. Masterson has, too, but Masterson’s department is not designed 
4 here’s betting a carload of eight for the Kingman trade alone. The 
foot reefers that his are a lot ditferent store’s biggest trade in records is with 


Desert Dealer 







‘aa from yours—not bigger, maybe, but the cowboys from the many large cattle 
In Kingman, Ariz., on the eastern and with the hundreds of Hualapai 
, aed edge of the Mojave Desert and the Indians from the nearby government 
\) « north, south and west edge of nowhere, reservation, Asa result, Mojave Radio 
o~ Co., is meeting the problems that come frontier ballads, plus the standard 
: when the old West meets the new ap- American folk tunes. The record tastes 

ne sale, and others follow avtomaticall , ~ . 
O c, d Y pliances. In a small, neat and attractive of the Indians are the same as those 


ms ‘ . different. ranches in the Kingman trading area, 
Complete line of sink floor, wall cabinets - ) g 
Masterson’s ~~" Radio & Electric carries a complete stock of cowboy and 
store, Masterson takes as everyday of the cowboys, from whom the Indians 


business the peculiarities of a predom- learned music on the ranges. Supple- 
nantly cowboy-Indian market, 110- menting the cowboy ballads of the big 
volt, 32-volt, 6-volt current, or no cur- record companies in the Mojave Radio 
: - rent at all, poor radio reception, and stock, are a vi phar of pressings pro- 
Available now - for quick casy profits \ distribution of prospects so wide that duced h yy small companies in the South- 
in exploding atom bomb would take west. 
only one prospect per explosion. But 


Battery Sets Plentiful 






he survives and prospers in a business 


UA Gy: 


ay that he once forsook and never in- The passion of cowboys and Indians 

; . tended to return to. for records has made Masterson adjust 
Write for full- line folder and sales plan Mojave Radio & Electric Co. sells the balance of his radio and phon 
appliances, radios, records, and it has graph stock. Because most of the 

a well- rosea" and busy service de- ranches have wind-powered electric 

partment. In a town which is alert systems with only enough capacity 1 

und progressive, although it seeks the handle the light systems, the cowboys 


tourist by calling itself a “last outpost and ranchhands must use hand-wound 
MIDWEST MFG. ae 5 tn old Wan” 


of the old West,” Mas eerecn does a phonographs and __ battery-operated 
normal share of the appliance radio radios. The Hualapai (pronounced 
and record business that originates in Wall-a-pie) Indians are in the san 
the town itself. But that wouldn’t sup- situation, having little if any electric 
port him, his wife who handles the power on their reservation. As a result, 
ecord department, nor the full-time Masterson carries a varied stock of 
service man. He has to look at the full hand-wound phonographs, most of 
Kingman market area, which reaches’ them with battery-operated amplifiers. 










108, er 
eae eine oy 
$ Guaranteed by > 


almost a hundred miles into the moun- Not only because of the power situ- 

Good Housekeeping tains, the prairies and the desert. And ation, but because of the location, Mo- 

Cas soveeste SEF that’s where the fun begins. jave Radio does not confine its line of 
Take records, for instance. The large (Continued on page 72) 
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AND NOW THE 
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Ys. FRIGIDAIRE has now passed the 10 
million mark in production of refrigerat- 


ing units for homes and businesses — 
further proof that Frigidaire is America’s 
No. 1 Refrigerator. 

Significantly, the 10th million was 
produced in only as many months as 
it took years to build the first million — 
thus establishing another important 
milestone in Frigidaire progress. 

Many things are responsible for this 
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production achievement. ... close team- 
work between Frigidaire and its dealers; 
association with General Motors; engi- 
neering resourcefulness and know-how; 
continuous improvement in manufactur- 
ing methods; high standards of quality 
and value. And above all, fair dealing. 
All these important factors promise 
even greater progress to come — great 
new achievements to make the Frigidaire 
franchise an even more valuable asset. 


C= depend on Frigidal (a to do things right! 


PAGE 


71 

















Clarksville, Tenn.—"'I liked 
<r Before looking at my Electromaster the minute I saw 
Vickery bi aes t other it at the electric store. Will certainly 
en suse recommend it to everyone I know 

- who wants a really fine range.”’ 


Mrs. J. H. M. 


Electromas ~ 
The first look l 


brands , 
; Electromaste! 


I wanted the 
Mrs. L. K 


“When my 
ked at the 
we were both 
ight away, and 


ther. M y 


Raymond, Wash 

husband and | loo 
Electromaster, 

sold on 1t F 

looked no fur 

r bought one ¢ 
* Mrs. 


Hopwood, Pa 
‘| like my 
Ele« tromaster 


better than neighbo 


any other seeing mine 


range l’ve 
ever had! 
\ vV.M 
Courtland Kan 
We consid r our 
I tromaster a mut h 
hetter Fr ange 
money than the 
we looked at in the 
same price rane Orangeburg, S. C “Ww ; 
- Ke oulc 
Mrs. F. ‘ N . 


for the 
others 


trade our Electromaster 

ce-saver for any other I’ve seen 

It’s the only small range with the 
clock and oven control.”’ 


C.R.D 


Space 


fridgeville, Pa “Have never 
yet that I liked 
autiful 


Mrs. H. K.) 


seen a stove 

better than my be 
Electromaster. 

Salem, Oregon—""We had 

ordered another brand 


but whe 
we saw when 


: all the features on the 
lectromaster. we 


chose j 
and we a 


are so glad we did.” 


Mrs. W.A. Ss. 


(and that spells 


“profit opportunity” for you) 





1 O8 4 Sffuns 
wie UND of 
« 


% 








\y 
Guaranteed by 
Good Housekeeping 


ELECTROMASTER, INC., MOUNT CLEMENS, MICHIGAN 
“The Finest in Electric Cooking Since 1929” 





. at 
45 ac nsco te 
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SMALL but one of the neatest stores 
in Kingman, Ariz., is that of Mojave 
Radio & Electric Co. Business come 
to the store from the distant ranche 

nearby Indian reservation 


Desert Dealer 
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radios to the 110-volt twpe vhich ser 
the local Kingman market. To satisfy 
the ranchers and the employees of | 
ranches which have wind-powered g« 
erators, or gasoline-powered | 
plants, Masterson keeps a larger tl 
normal stock of battery operated radios, 
both in table models and in portabl | 
| 
| 


Because of the considerable amount ot 
outdoor life, both around the ranches 
and out on the range, high-powered 
all-wave portable radios are popular. 
And then there is the distance to the 
transmitters in Phoenix, Las Vegas } 
and Albuquerque, which make daytime 
reception in the Kingman area almost 
impractical. Good example of this pro- 
blem, is Masterson’s fastest selling | 
radio in his featured Zenith line. To 
insure good reception under the con- 
ditions in which his customers operate 
their radios, Masterson has recom- 
mended and sold mostly Zenith’s super- 
powered “TransOceanic” portable, at 
the table-model adaptation. 
Masterson has to be able to adjust 
his appliances to the local conditions 
Most of the heavy appliances are sol 
to the utility-served town market, but 
in sections of his territory he has 
demand for 50 cycle equipment. For 


rs) 


the ranches Masterson carries a line 
soline powered washing machine 

The freezer market; which should 

excellent in a country with home-ra 
eat and long distances to market 


very poor! bec use Ol the lack 


Outside Selling Out 


Outside of the town of Kingn 
\lasterson doing no outside sellit 
With his prospects located 20 miles 

ore apart on desert “roads,” he fi 

1 to make calls. Inste 


is not practica 
he relies on the traffic building of | 


record and service departments 
bring ranchers, ranch hands and I 
dians into his store on their once 
month visits to Kingman. 


Mojave Radio & Electric was esta 
lished merely as something to keep tl 
Mastersons going until the right ran 
came along, but now that the busine 
has been established, it looks as if t! 
Mastersons would rather continue 
sell to the ranchers than be ranchers 


themselves. End 
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All of America’s 
Millions are being 


Reminded! 


f) 


4 


“Emerson, 


Radio and 
Television 


e 


In the Greatest Campaign Ever— 
in Behalf of All Emerson Dealers 


Again—it’s the No. 1 GIFT line—with TOP APPEAL 
and TOP VALUE in every Radio, Phonoradio and 


Television category. 


Again — it’s dramatically featured in America’s 
biggest advertising media—double-page color spreads 
in SATURDAY EVENING POST, COLLIER’S, LOOK 
and many other magazines—in newspapers—in dealer 


helps, in radio and television broadcast programs. 


That’s why YOU should 


Television top billing in your windows and store. 


give Emerson Radio and 


4 


How YOU Can Cash In 


striking window streamers and displays. Run the 


newspaper ads. Prime your salesmen. 


ae Cll Your Emerson 
ia Listebulor 


EMERSON RADIO & PHONOGRAPH CORPORATION «© NEW YORK ILI, N. Y. 
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Feature a representative line of all models. Use the 
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INSIDE OF THE BIG APPLIANCE FIRM on South Wilmington St., buyers 
may find almost anything desired in the appliance line. The store is air- : 
conditioned and has fluorescent lighting. 


MODEL 125 
Including 5 
attdchments 


$495" 











Prospectin’ for holiday sales System in Sales Training 
will be mighty profitable for 


Cadillac dealers who tie in with 
this promotion: DISPLAY CAD- 
ILLAC CLEANERS IN CELLO- | | = ; 
PHANE CHRISTMAS ENVE- At the daily meeting, held in the big of the store one day and goes outside 


: i store at 225 So. Wilmington St., each the next. If he so desires, the firm 
LOPES. These ‘“‘glamorappings salesman hands in a written report provides him with a trailer on which 


cost little—pay off handsomely listing the number of calls he made the he may take out a washer or other 
in extra profit. Tailor-made to day before, names and addresses of appliance on his outside day. He is |J 


ihe ow 





CONTINUED FROM PAGE 41 





Ml ctioaeanie a = 


fit neatly éver Cadillac clean- prospects called on, source of the required to call on two old customers 
prospect and the result of his inter- every day. Prospects obtained on out- 
MODEL 143A ers, the cellophane envelopes view. Reasons for selling or failure side days who come into the store later 
‘eae delight gift hunters—make it to sell are discussed, and helpful in- and buy appliances, are credited to the 
ettochments, easy to close the sale. Display- formation from the other salesmen salesman who first obtained them. 
obtained. Occasionally, Mr. Stephen- Further selling aids are provided by 
son or Mr. Hinton drop into the daily Mrs. Felts, who writes all newcomers 
ship pays! meeting to discuss angles which occur to Raleigh, welcoming them to the 
to them and which may be helpful, city and offering the firm’s services. 
and Mrs. Felts usually is on hand also New mothers get cards of congratula- 
Santas (continually exposed to to hear and discuss special home prob- tions from her and at Christmas time, 
‘efeleliilels atehatelatel advertising) lems. At the meetings too, new models all former customers receive Yuletide 
will be gift buying for home- are shown and studied, and discussion greetings. 


Paper a 


manship, added to salesman- 


This Christmas, millions of 


k tot fach | | is held on the lines handled by the “But in or out, the salesman is ex- 

Ss Se Se Cree SO CIST ON company—the full Frigidaire line, pected to show up at 8:30 sharp each 

MODEL 800 on this built-up demand for | Coleman and Kresky floor furnaces, ™orning for the sales meeting,” Mr. 

cam wwe Cadillac. Stop Easy washers, Youngstown kitchens, Brooks says. “It is the starting point 
, alge 1. 2 rariety of radios. {rom which all of aw inspira- 

of attachments traffic in your §& Ironrite ironers and a variety of radios. / ch all of us draw our inspira 


$69.95* tion and we feel that a day well planned 


store with the new Even Opportunity For All is a successful day.” 
Cadillac ‘‘isle’’ _. 19m To insure each salesman an even op- And as pointed out earlier in this 
display. Feature Cw portunity, the store maintains an in-a- article, the proof of the pudding is in 
Cue cleaner day, out-a-day policy for them. This its after-effects. Stephenson’s points 
means that a salesman sells on the floor to its record. End 
(all four of them) 
MODEL 60 


Revolving brush gift wrapped in ’ 
hand cleaner re i 
cellophane. | 


$27 .95* 
ait! ( 


*Resale pr slightly 
This four-color “‘isle 










more west of Rockies 





display is o year ‘round 
profit builder. Compact 
it occupies little space iil 

won't hide other mer 
chandise. Ask your 
distributor 


CLEMENTS MFG. CO. 


Dept. B, 6666 S. Narragansett Ave., Chicago 38, I11. 









jon , >} . | »aolers fistrit P 
Id y thr | ‘ ble $< i dist uf 


See us at these two Chicago Shows; 





HOUSE WARE AND APPLIANCE SHOW— JANUARY MARKET—AMERICAN FURNI- 
NAVY PIER, JANUARY 13-20. BOOTH TURE MART. January 3-15. BOOTH NO. “THERE'S THAT MIRAGE AGAIN!” 
NO. 291—X 1794-5. 
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Vistl VWs al the Chicago Show 
Space 508-B — Furntline Mart 
january 3045 
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ay, NS , y 4 
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vided by 

wcomers é he m 

1 to the ; oF 

‘evicn a to meet a record-setting demand for 
ngratula- : < 

nas time, 


Yuletide : 
| 7 
in iS ex- a 
arp each ¥ 
ng,” Mr. y 


ing point 


* inspira- , THE ONLY COMPLETE HOME LAUNDRY LINE 


1 planned 








r in this 


ing is in 4 Consumer demand for the complete WHIRLPOOL line is 
's points a shattering records everywhere. Even with a new plant 

7 4 completed just after the war, we were still unable to meet 
this growing demand. Now another $3,000,000 addition — 
bringing our productive floor space well over the half- 
million square foot mark — will be in operation early in 
1949. The new facilities will put at your service the world’s 
largest plant capacity for producing washers, ironers and 
dryers. Public enthusiasm proves just one thing — a franchise 
for the complete WHIRLPOOL line is your best bet for ’49. 
Ask us for the name of your distributor, 
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SHIRLEY 
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WITH SHIRLEY! 



























































Pp You can boost your sales and profits plenty with Shirley base 
and wall cabinets. Every owner of a Shirley sink . . . and every 
prospect for a Shirley sink is wide-open for matching Shirley cabi- 
nets! Follow up your Shirley sink customers... and talk cabinets 
to every sink prospect. You'll be surprised and pleased how you 
can build up sales by selling these items hand-in-hand! Use Shirley's 
new 16-page, colorful Consumer Kitchen Planning Booklet. It’s 
available from your distributor. And make it a “must” to start 
every kitchen customer, who isn’t ready for a complete installation, 
on Shirley cabinets a unit-at-a-time. It brings them back to you 
for more! 

® Shirley base and wall cabinets are available immediately to suit 
your customers’ requirements. Shirley kitchens are “package mer- 
chandise,” come ready to install, with complete instructions to 
your customer for easy installation. Write your Shirley distributor 


today, and get started on this money-making merchandising plan! 


SHIRLEY CORPORATION - INDIANAPOLIS 2, INDIANA 


DECEMBER 


"Yhe valde tne” 
ALL-STEEL KITCHENS 


COPYRIGHT, 194%, SHIRLEY CORP., INDIANAPOLIS 
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YOU SPEND LESS TIME...MAKE MORE MONEY 





none were to be had. He challenged 
his staff to select any nine names cold 
from the telephone book and bet them 
that he would sell at least one ironer 
among the lot. 

The men selected as difficult a group 
as they could find. The names were 
entirely unknown to any of them. They 
included four Japanese families, two 
Chinese and three “Haoles” (whites), 
Mr. Wisdom sat down at the telephone 
in front of his men and called up the 
names selected. Out of the nine, he se- 
cured permission for seven home dem- 
onstrations of ironers. And among 
these seven, he sold four ironers—one 
to a white family, one to a Chinese, 
and two to homes of Japanese ancestry, 


Tell It to the Wife 
CONTINUED FROM PAGE 52—=mmmn 
, ssein. CRY could be made where his salesmen said 


Rental lroner Plan 


He now has a scheme for renting 
ironers which he plans to carry out in 
the near future. These will be available 
through dealers at $2.50 per week. 
Nothing at all is to be said about selling 
them, or the possible application of 
rental payments to purchase price, but 
he confidently expects every one of 
them to be sold within twenty days. 
For no housewife who has enjoyed the 
benefit of an ironer is going back to 
old methods—and it should be easy to 
persuade her that the weekly payment 
might just as well be applied on the 
purchase price, with the appliance hers 
at the end of a few months. Home dem- 
strations are to be included gratis in 
the rental price. 

The same principles applied to the 
selling of ironers he uses in promoting 
other appliances. Both washers and 
dishwashers are loaned to dealers and 
salesmen, with the privilege of buying 
at cost plus tax and 10 percent. This 
offer carries with it, as before, the 
right of going into the home to demon- 
strate. Emphasis will be particularly 
on dishwashers in such home contacts, 
in order to get the salesmen’s wives to 
become enthusiastic users. Once the 
wife and family of the salesmen are 
convinced of the benefits of the new 
appliance, the power of his sales staff, 
he feels, is multiplied by four. 

Incidentally, he insists on a hook-up 
of both washer and dishwasher in the 
store, with hot water available so that 
a genuine demonstration can be put o1 
Cold water demonstrations, with a set 
of already clean dishes sitting in 
spray bath for a short period prove 
nothing at all and are not convincing 

Night meetings are held in dealers’ 
stores to teach salesmen, with help 
from the home economic departments 
of The Hawaiian Electric Co. where 
necessary. These have been held on a 
schedule of about two a week. The r« 
sult of such intensive sales training 
(plus, says Mr. Wisdom, the addi 
tional selling done by wives at home 
has brought the sales record to an en 
viable figure. Mr. Wisdom claims a 
two-to-one sales record for his equip 
ment over all other washers in this ter 
ritory, in spite of an initial predelictiot 
on the islands in favor of spinner-typ: 
machines—and a per capita sale whicl 
compares favorably with, if it does no 
top, any on the mainland. En 
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REVOLUTIONARY ADVANCE! 
GENUINE USER BENEFITS! 
WAIT ’TIL YOU SEE WHAT 
REAL PROFIT OPPORTUNITY 
WHITE’S GOT...A VOLUME BOGj; 
SELF-SELLER WATER HEATER [ae ) 
LINE THAT HAS WHAT YOUR POWERFULLY 
CUSTOMERS AND YOU HAVE f.< PROMOTED, TOO. 
WANTED —AT NO EXTRA PRICE! Fils | WHAT A 
SALES SET-UP! 


5 ~~ tel 
7 4 ; = 
u “ 













































WHITE'S HEADING FOR TOWN... Ya’ abowed! 


ee 

| Here’s the water heater line that’s different in terms of WHAT PEOPLE 
WANT AND WILL PAY FOR...and you get this sales advantage WITHOUT 
asking a penny extra price! This is the biggest and most welcome news since 
& water heaters began! Get the new White story and get in line for plus profit 
from here on out, for WHITE’S THE LINE IN 49! 


Plus 10-year Protective Plan 


20 other convincing sales features plus White’s 10-year written Warranty — 
a proved sales clincher! Get in touch now!... WHITE PRODUCTS CORPO- 
RATION ... Middleville, Michigan ... Specialists in Electric Water Heating 
Since 1930. 











Single and Double 


Units. Cylinder Types WHITE. hy THE LINE 


se sti w .Q/ 





Table-tops, too. 
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With the 

Name in 
DYNAMIC NATIONAL MAGAZINE ADVERTISING 

PLUS POWERFUL LOCAL NEWSPAPER ADVERTISING 


ADDED TO 7 SURE-FIRE PROMOTION PROGRAMS 


ae op bp 


IN ADDITION TO NEW AND SENSATIONAL SALES AIDS 
e AND A HARD-HITTING SALES TRAINING PROGRAM 


—all designed to assure Norge dealers of a record-breaking year! 
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And that 1s just what we have done 


Norge dealers are offered in 1949 a dynamic 










' 
well-timed national advertising campaign 


designed to arouse terrific interest in Norge 
products... in all parts of the country. 

bied-in with this national advertising program 
is a huve local newspapet idvertising plan. 
lhese torcetul selling ads it the retail level 


willinspire action, bring in prospects, bring toa 


ata lad SS te é r « i ORRAER Lis 
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THE ONE THING I INSIST 
ON IS 


UNITS 














against them. 


coils (they remain flat for the life of the unit) 
that provide a larger utensil-contact area, insure 
faster cooking and greater heating efficiency. 
Capitalize on the preference for TK Mono- 
tubes. They’re made with the finest materials and 
workmanship—and they'll help you sell ranges. 





OUR RANGES HAVE 


BECAUSE SO MANY 
RANGE BUYERS 
WANT THEM 





“rom Coadd lo Coal 
Mrs. RANGE BUYER is demanding the 


TK Vonotube 


@ Yes, smart housewives from coast to coast have de- 
veloped a tremendous preference for easy-to-clean, 
easy-to-cook-with Monotube Units... preference that 
makes it easier for you to se// Monotubes than to sell 


TK Monotubes have the exclusive swivel-action—a twist of the wrist raises the 
heating coil to a standing position for quick, convenient cleaning of the pan 
assembly, even when the unit is hot. And, Mrs. Range Buyer appreciates the FLAT 


{ 
, GET BIG REPLACEMENT | 
| PROFITS, TOO! 


TK Monotubes are now made for 
' all types of ranges— old or new. 
; Don’t overlook the profitable 
, replacement field. Ask your 
| distributor about the Monopack 
' and write ut for Monotube 
| Replacement Catalog. 
| 
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300 Freezers A Year 
oe CONTINUED FROM PAGE 5 Semmmmmmcnnes 


The salesmen take turns inside and 
outside the Outside work js 
primarily confined to following up 
leads acquired in the store. Their 
sales records are high, due in part to 
the fact that Paoli, some 20 males west 
of Philadelphia, is an area of farms 
and suburban dwellers with gardens, 
natural freezer prospects. They work 
on a salary and commission basis with 
the added incentive of a bonus on sales 
quotas. Prince has erected a montlily 
sales contest system which gives credit 
for quotas and points. Slow-moving 
merchandise, such as heating units in 
the summer, bring the salesman more 
points than an item of similar cost but 
in greater demand, such as a fan in 
July. Points on home freezers rise as 
the temperature drops. 


store. 


Forms for Salesmen 


Last factor to keep salesmen selling 
is the use of “Daily Sales Report” and 
“Sales Prospect Report” forms, made 
out every day. Each salesman keeps 
a record of all sales, names and 
addresses, both inside and outside the 
store on the first form. On the second, 
he lists the prospect’s name, address, 
phone number, and item in which he 
is interested. The prospect report is 
turned in to the office and later as- 
signed as a lead to a salesman, not 
necessarily the one who originally 
made the contact. Whether he gets the 
assignment or not, the salesmen who 
gets the lead also gets a commission 
on any eventual sale. 

This is described by Mr. Prince as 
“coordination of merchandising effort.” 
“We have to coordinate our efforts,” 
he declares, “if we are to reach and 
maintain the sales volume necessary to 
successful operation. We have a,large 
staff to maintain, including 25 service 
employees. We sell commercial re 
frigeration and air conditioning as well 
as freezers and other home appliances.” 

Murray’s, in business now for 11 
years, has coordinated its merchandis- 
ing efforts so well that it plans to 
open a second store in another com- 
munity where it will get a good chance 
to coordinate some more. End 
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“| WANT A DEMONSTRATION OF YOUR 
GARBAGE DISPOSER!” 






















































— 


ee 











‘ar 


part to 
es west 

far ms 
‘ardens, 
y work 
sis with 
n sales 
nonthly 
S cre lit 
moy ng 
nits in 
n more 
‘ost but 
tan in 
rise as 


selling 
rt” an 
5, Made 
1 keeps 
es and 
‘ide the 
second, 
iddr« 5S, 
hich he 
port 1 
iter as- 
an, not 
iginally 
rets the 
pn who 
mlissiot 


‘ince 
effort 
fforts,” 
ich al d 
sSary to 
a large 
service 
‘ial re 
as well 
lances.” 
for 
hand 
lans t 
*r col 
chanc¢ 


End 


EN 


OUR 


<= 


SING 















If You Sell KITCHENS 
YOU NEED THIS BOOK! 


4 (Regardless of what steel ' 
kitchen you handle) y, << 


» 


me PLANNING and MEASURING 


made easier, more accurate 


sy INSTALLATION 


—covers every condition 


vy DISPOSER and VENTILATOR 


installations in detail 


yy COMPLETELY CROSS-INDEXED 








is NOW—IN ONE BOOK—ALL 
— INFORMATION NEEDED FOR FASTER, BETTER INSTALLATIONS! 

































LOOK! —Every Planning and Installation bana ; 
Problem Explained as Easy as A-B-C! This is it—the book every American Kitchens TABLE OF CONTENTS 
dealer has been waiting for! A complete encyclo- 3" eoruriag Sunnie ne op 
f Oe : . hs procedure. 
ae" , mf pa pedia of everything you need to know about all 3.  eemagrgtoany complete instructions on 
sin 1 ne 139 phases of planning and installing steel kitchens! 4. me el Including offsets, furring, 
SST oS Not a stone is left unturned; every conceivable, oe oe ey ac 
condition is clearly treated—with both drawings 6. menses on tnay-rioneeene instruc- 
"G80 . . . . tions for wiring and installing 
oS and text. Supply 1S limited, sO send for your copy 7. Disposers— How to install step by step. 
ven ve today—only $3.95 postpaid. 
Beas Money back if not more than 
1. Clear directions for fost, 2. Easy-to-follow instruc- satisfied. American Kitchens 
absolutely accurate planning tions for correcting all types AMERICAN CENTRAL 
and measuring—eliminate of irregular walls and floors! dealers, and all other dealers Div. AVCO Mfg. Corp., Dept. EM 12 


costly errors. Connersville, Indiana 









































{ 
‘ 
desiring this valuable manual, : | 
woop I t right | i Please send me copies of your new Installation Manual { 
mal 0 on r ncios- 
SHIM y coup SG Tigmt, Cncws : at $3.95 each, postpaid. Enclosed is $ to cover. { 
ing check or money order. H 
I handle the following steel kitchens: t 
1 (only if you desire to tell us | 
| i 
’ | NAME I 
i ! 
1 ADDRESS a | 
3. Detailed diagrams ond 4. All installation problems— METCHERS q i 
copy show how to overcome including offsets—made oovees Wy Svere H CITY ZONE STATE i 
off-true corners and all other —_ simple and easy to overcome! AMERICAN CENTRAL—Division AVEO i | 
structural defects! Manufacturing Corp., Connersville, Ind. Bo ee ce ee ee oe ee ee ee ee ee ee ee ee es es ee ee eee ee 
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“C “B 'G id Is — ‘\ 
The “CP” Buyers’ Guide 1 VV RDICY Dango. 


PRESOLD BY 


when you buy, : 


OF THE 
T 
OP PROFIT LINES! 


___anufacturers 


New York 17, N. Y 


ssociation 
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| BUYERS’ GUIDE! 





and local promotion 
_hacked by 20 big name manufacturers, 
gas utilities, the American Gas, the LP 
and the Gas Appliance Manufac- 
Associations—1s blanketing every 
tremendous profit mar- 
dealer who ties-in. 


Powerful national 


Gas, 
turers 
home—creating a 
ket for every gas range 
And don't forget—Half of 
1 ranges over 10 ye 
te prospec 


all your cus- 
tomers Ow! vars old! 
This means immedia 
automatic gas ral 


ts in vol- 


ume for new 1ges. 
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% Hotpoint Aristocrat’ Electr 


Range Mode! RC10 


Ws 

No dull seasons, no ‘off’ weeks'’. That is the 
Hotpoint keynote, as expanded production keeps a 
steady stream of sales-stimulating appliances moving 
to dealers nationally. Custom-built kitchen and laun- 
dry appliances, backbone of a sensational line, make 
for year ‘round profit opportunities. 


In high wattage Calrodt units which heat-power 
ranges, water heaters, ironers, clothes dryers, and 
commercial cooking equipment of all types, Hotpoint 
employs Nichrome and Nichrome V—as the aill- 
important electrical resistance wires. 


For Nichrome assures a lifetime of trouble-free 
operation to consumer and retailer alike... is the 
very heart of good electrical appliances everywhere. 


If your manufacturing sources are not using heat- 
ing elements of Nichrome, profit by asking them to 
do so now. Like Hotpoint, you'll find Nichrome 
makes for increased sales, abundant good-will... 


% Hotpoint “Automatic” Electric a host of satisfied customers that stay sold. 
Heater Mode! WB82 


ed trademark tf Hotpoint Inc 


Driver-Harris Company 
HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, San Francisco, Seattle 


Manufactured and sold in Canada by 


The B. GREENING WIRE COMPANY, LTD., Hamilton, Ontario, Canada 
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Business Women 
Cook, Too 


ol ONTINUED FROM PAGE 43 eee 


school, such as the preparation of 
quick and yeast breads, the making 
of cakes, frosting and pudding, and 
demonstrations in meat and vegetable 
cookery. But from start to finish, it 
was a course whose main features 
were designed to instruct and help the 
business woman.” 

Not the least help which the appli- 
ance department received in its promo- 
tion was that given by Mrs. Martha 
Patterson, sales training personne] 
supervisor for Miller & Rhoads. Mrs. 
Patterson, who puts all new personnel 
of the store through their training 
paces, lent aid and advice and provided 
just the right assistants and attendants 
for the course. In selecting sales per- 
sonuel for the appliance department, 
Mrs. Patterson looks for personality 
first of all and sales ability next. She 
works on the theory that an appliance 
salesman—or any other salesman, for 
that matter—with a winning person- 
ality can be taught to use it in selling. 
She has been with the firm for 20 


years, 
Other Courses Planned 


According to Mr. French, the busi 
ness women’s cooking course was so 
successful and the demand for repeti- 
tion so great, other courses along the 
same lines will be offered to the public 
at intervals in the future. Even now, 
he points out, Miss Davis and her 
co-workers are laying plans for the 
next event. 

Miss Davis, who has been the home 
service expert for Miller & Rhoads 
for the past three years, works in 
close cooperation with other depart- 
ments of the store. Typical is her con- 
nection with the firm’s “bridal coordi- 
nation” department. This division was 
set up to advise newly married women 
on all kinds of house furnishings and 
appliances for the new home. It is a 
tree service and a popular one and it 
has provided a regular pipe-line of 
business for the appliance department. 
It features also a “bridal consultant” 
who advises on shower gifts, etc., and 
many times suggests small appliances 
for such occasions, 

Ihe Corner Shop, larger than most 
appliance stores or appliance sections 
of department stores, contains a full 
line of almost every appliance imagin- 
able from giant size home freezers to 
electric mouse traps. Its major fran- 
chises are General Electric, Frigidaire, 
Norge, Bendix, Easy, ABC and Iron- 
rite ironers. 
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UNEQUALLED FOR VALUE 
AT ITS POPULAR PRICE 
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rs to PHILCO 892 

bite @ Complete Shelf Adjustability 

lr ie The sensation of the industry 
_— for sales appeal. Only Philco 
End has it! 











- - —— 


Zero-Zone Freezer Locker 

Big clear space for frozen 
foods. Super-fast freezing ice 
tray shelf. 

2 Crispers and Meat Drawer 
Equipped with stainless steel 
slides. 


Vegetable Bin * Self-Closing Door 


Latch * Easy-Out Ice Trays * Gleaming 
Stainless Steel Shelf Fronts 





8.1 cu. ft. capacity— 
16 sq. ft. shelf area 
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BIG QUANTITIES AVAILABLE FOR 
RECORD-BREAKING CHRISTMAS PROMOTION 


They’re here . . . two sensational new 1949 Philco Re- 
frigerators with brand new 1949 features! Just in time for 
Christmas selling. Available now in quantities for the 
greatest, most profitable Christmas promotion in the ap- 
pliance field. Huge local advertising campaigns—store dis- 
plays—selling helps galore! Get your full share of these 
extra Christmas sales and profits. Concentrate your efforts 
on these Philco models— newest, ‘“‘hottest”’ in the industry. 
















ALL THE ‘“‘MOST WANTED”’ 
ADVANCED DESIGN FEATURES 


PHILCO 893 


@ Zero-Zone Freezer Locker 


Fully enclosed compartment 
is unexcelled in freezer effi- 
ciency. Maintains zero-zone 
temperatures. 

Complete Shelf Adjustability 
You shift the shelves to suit 
yourself .. . easily make room 
for foods, any size or shape 


@ Balanced Humidity with Summer- 


Winter Control 

Exclusive Philco invention 
gives control of humidity in 
every season and climate 


@ 2 Crispers * Meat Drawer * Self- 
Closing Door Latch *Easy-Out Ice Trays 


8.1 cu. ft. capacity- 
16.2 sq. ft. shelf area 


——————— = " 


Get complete facts at once from your Philco Distributor 237 




















MODEL 50 


5 cu. ft. capacity—white 
DuPont Dulux finish. 


MODEL 25S 


25 cu. ft. capacity— 
freezer plate shelves 
—slainless steel in- 


side and outside. MODEL 2005S 


134 cu. ft. capacity freezer- 
cooler. Stainless steel inside and outside. 





AMANA SOCIETY, AMANA, IOWA 


REFRIGERATION DIVISION, 





w FREEZER LINE IS COMPLETE 
A Model for EVERY Need! 








Refrigeration Division 


AMANA SOCIETY, Amana, lowa 


Refrigeration Division 


AMANA SOCIETY ) *" 
AMANA, IOWA Store Name 


Furnish us with complete Amana profit-making proposition for 





Address 


Pioneer specialists in low temperature refrigeration with 


a century old tradition of fine American craftsmanship. a ee 








+> 
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e 
at the January Chicago Sow 


New EXCITING TELEVISION RECEIVERS 
Hew) MODERN RADIO-PHONOGRAPH CONSOLES 
Hew CHALLENGING PRICES 


Get set for a real thrill when you see the smartly-styled Sparton Line for ’49. Sparton’s 
engineers and designers have been working day and night, and they've come up 
with the hottest radio-television offerings you’ve seen. 


What’s more, because Sparton has cut distribution costs, these high-quality new 


radio and television models are priced so low you'll doubt your eyes when you look 
at the tags 





We've got something really terrific up our sleeve for Sparton dealers. Be at the show, 
and see what we mean. 


HERE’S HOW SPARTON KEEPS THE 
SPARTON FRANCHISE NUMBER ONE 


Look at the beautiful Sparton models at the Chicago Show. 
Check the price tags. You'll see why the Sparton franchise 
is really hot. Under its time-tested SCMP—Sparton Co- 
operative Merchandising Plan—Sparton sells direct to one 
exclusive dealer in a community, whittles distribution costs 
and gives you finer models for less money. You offer 
radio-television’s biggest values at rock-bottom prices, 


and still make a generous profit. While you're at the 
show, ask if the Sparton franchise in your community is f 
still open if you’re not already a Sparton dealer. 

; A 


y 





EXHIBIT ROOM 509-B 
5th FLOOR 


| AMERICAN FURNITURE MART 


SPARTON RADIO-TELEVISION | 
Division of The Sparks-Withington Company January 3 to 15 


yy) “lon “2 THE SPARTON EXHIBIT 
7 ; 


Radio-Television’s Richest Franchise 
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tt drug store is receiving con- 
siderable attention these days as a 
tential outlet for radio set distribu 
tion 
Radio retailers are accused of neg- 
lecting radio sales in their wild 
scramble to jump on the television 
bandwagon, so manufacturers and dis- 
tributors are seriously considering a 
return to the pre-war setup of radio 
listribution in drug stores. Reports 
ndicate they are quietly and anxiously 
nvestigating the possibilities of re- 
establishing the drug store as an outlet, 
especially for the small table, portable 
| miniature radio models which they 
eel are “naturals” for druggists. There 
no denying that, while manufacturers 
ind wholesalers were strictly uninter 
ested right after the war in drug stores 
and gave the druggists what one lead 
ng drug chain executive described as 
a “short-shuffle’, the radio set makers 
and their wholesalers are whistling a 
different tune today, and plan on doing 
plenty of wooing to get the druggist 
back to peddling their merchandise. A 
spokesman for the Druggist Supply 
Corp., wholesale chain, remarked that 
manufacturer representatives were sit 
ting on the druggists’ doorsteps every 


lay 


Manufacturers Are Eager 


At the recent fall business meeting 
of the Associated Chain Drug Stores 
held at the Hotel New Yorker in New 
York City, J. H. Stickle, advertising 
manager, home radio division, West- 
inghouse Electric Corp., emphasized 
the new feeling of the manufacturer 
when he observed that radios offer the 
drug store operators an excellent op- 
portunity for additional sales and 
profits. Mr. Stickle cited the versa 
tility of druggists as merchandisers, 

] 

i 


] 


and said that they were more dependent 


than any other vendor upon radio ad- 
vertising to help build traffic and vol- 
ime. He stated that a high ratio of 
all advertising plugs products regu- 
larly sold in drug stores, and that it 
would be to the direct benefit of the 
druggist to promote radio sales. As a 
roven example of merchandising su 


ess, Mr. Stickle told the meeting that 


ie sales of cameras offer a perfect 
arallel experience in unit sales 
techniques and space requirements 
Another large name manutact ire 
as been urging its distributors to 
vestigate chain drug stores as out] 
ssibilities for radio sales 
Che lrug store could hardly be 
issified as an overflowing avenue of 
adio retailing since the war, as at 


tested to by the Sylvania Survey con- 
icted in 1946, which shows druggists 
id a mere one percent of total in- 
lustry radio sales. Present conditions, 
parently, aren’t any different judg- 
g from the comment of one Liggett 
othcial, who said that of 1,100 Liggett 
stores only five or six sell radios. 


n 
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Will Drug Stores Sell Radios Again? 
—Some Manufacturers Hope They Will 


Left out of the radio picture in ‘46, drug 
outlets are again being wooed, but experi- 
ments are cautious and progress is slow 


However, other drug chain executives 
tacitly admit that the drug store might 
assume a more active and important 
role in the sale of radio receivers 
especially when they consider the de- 
cline of drug store sales in relation to 
the total retail trade. 

Despite a record three billion, 616 
million drug store dollar volume in 
1947, the proportion of all retail sales 
accounted for by druggists dropped to 
2.07 percent during last year as com- 
pared with the record breaking 4.06 
percent of 1943. Furthermore, drug 
chain profits are declining, according 
to This Week’s Survey, which ob- 
serves that, although chain drug stores 
did the greatest dollar volume business 
in history during 1947, 5.2 percent 
over 1946, profits of the ten largest 
chains sagged nearly 15 percent. Even 
though another big dollar sales volume 


Dishwasher Divertissement 


is predicted for 1948, informed 
in the industry feel chain drug profits 
this year will fall as much as 20 per 
cent below 1947. 


sources 


Why Not Radios? 

It is apparent that today many drug 
stores, especially in the rural areas, 
could be classified as department stores 
with prescription departments. A re- 
cent Pharmaceutical Survey indicates 
that, during 1947, over 80 percent of 
drug store sales were outside the drug 
and medicinal fields. With television 
becoming increasingly more important 
to retailers at the expense of radio, 
there may be reason to believe that 
the time is ripe for the druggist to re- 
turn to the radio sales picture. That 
some drug stores are seriously con- 
sidering this move is supported by the 
exploration of several marketing and 





NEW APEX DISH-A-MATIC marketing plans were the subject of discussion by di- 
vision sales managers of the Apex Electrical Mfg. Co., Cleveland, Ohio, during the 
recent sales and merchandising conference at the main company plant in Cleveland. 
Enthusiastically backing up the new dishwasher are (left to right): Kamel Hassan, 
East; H. F. Koether, Mid-West; C. W. Rexford, Central; J. C. Thomas, South; and 


L. D. Stull, West. 


1948 


merchandising 
conducted behind the scenes. One 1 
stance finds Herbert | 


J 


urrently being 


Neumann of 
Staudt & Neumar drug store in 
' 


\urora, Ill., transforming an empty 


1 


cellar into a radi Ssalol 


However, one large chain is defi 


nitely against marketing radios because 


problem \ leading 


spokesman for the firm commented 


the servicing 


wryly that the war had completely 
altered the situation from the drug 
gists’ point of view. Before the war, he 
stated, the drug store was one of the 
few stores open at night, and, conse- 
quently, was a logical place to catch 
both the husband and wife together 
for a radio sale. Past surveys have 
shown that a radio is usually bought 
f the family, al- 
though the husband usually selects the 
make. Today, the executive continued, 
there are many outlets that remain 


by both members « 


open during the evening, which has 
taken away the advantageous retailing 
position formerly held by the druggist. 
Furthermore, people want name brands. 
Most manufacturers of these name 
makes have been very indifferent to 
the druggist until lately. This particu- 
lar chain feels that a drug store might 
sell a lot of radios at a large dollar 
volume gross, but is of the opinion that 
the gross is frequently misleading as 
to net profit since it neglects to include 
servicing cost factor and installation. 


Current Activity Regional 


This feeling is particularly evident in 
New England where two leading elec 
trical distributors, Wahu Co. and 
Eastern Co., claim the druggist finds 
it more profitable to carry better 1 
ing lines of goods 


They simply don’t 
want to i 1 
installatic 


Mv- 


mixed u 


problems. Others teel that 





Space 1s not sufficient tor this type 





a sizable quantity of small radios, w 
they are attractively priced, to 
new customers into his sho 

In the West Coast regior 
geles, San Diego, Fresno an 
area, drug store sales are no 
small factor in radio at the present 

(Continued on page 94) 
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Study Television and Freezers 
At Pacific NEWA Convention 


Wholesalers at west coast meeting use panel discussions in an- 
alyzing problems of television service, methods of freezer sales 
promotion and reductions in lines. Attendance hits record 210 


90 

















1lize i Z elev 
e Pa NEWA ‘ nve 
entertained a precedent-breaking 
inge in its torn I conventi ro 
il Ski the usual presentatio 
al papers, the rogram devots 
two general sessions to panel dis 
vhich drew on the expe riences 
s f the wholesaler mem 
lustry guests. These panel 
ussions, which according to mem 
rs, wil ave an effect on future 
acini N] W \ ogTams, were su 
t i ntroductory talks by 


Kk. Holloway of the San Diego Gas 
“Dealer-Distributor 
eration ind by M. G. Sanders 
Arizona Light & 
manent 





Operation 


man's own experience—and it will very 
quickly—he is not going to get the 
full profits that are available. 

One of the reasons for selecting Mr 
Shayne to lead the discussion on freez- 
outstanding 
Philco 


California market. 


ers was his record in the 
freezers in the 
Part of 


is talk to the wholesalers included 


romotion ot 


southern 


illustrations of the 


lescriptions and 


listributor campaign which produced 


re than $2,000,000 in freezer sales 
for Gough Industries (This cam- 
paign will be covered in a feature 





in ELectricAL MERCHANDISING 


the near future.) 


Specialty Salesmen for the Distributor 
That there are 


under 


certain conditions 
which it is advisable for the 
mmbination 


appliance and = supplies 


vholesaler to employ specialty sales- 
men, was brought out in a talk by 
|. J. Moffatt, Westinghouse Electri 
Corp., and in a discussion which he 
é Wholesalers of major appliances 
ce s today which require 





lized talents of salesmen who 


in ncentrate on appliance selling 
at retail level, it was brought 


it. The pressing need for long range 


dance of dealers toward more effec 
tive romoti lispla advertising, 
ntory ntrol, on the floor and in 
tside selling, makes necessary the 

( trained in specialty mer- 
g can devote their full 

efforts toward helping the dealers and 
issisting in the training of dealer 


Wholesalers of electrical 


1 
supplies, 





e find themselves with more 
lines which require the use 
ecialty salesmen whose talents 





CONGRATULATIONS to the new!ly-e'ected chairman of the Pacific zone of NEWA, 


William M. Jewell, right is extended by retiring chairman E. E. Karsten. 


w.th Westinjhouse Electric Supply, Seattle 





Jewell is 


DECEMBER 1, 





PROPER SERVICE of television will be 
necessary if the industry is to be fully 
developed, Walter Stickel, television sales 
manager for Leo Meyberg, Los Angeles, 
told the NEWA convention group. 


and time can be devoted to the job ( 
market development and the assistanc« 
that is necessary in seeing that the 
customers get satisfactory installation 
and operation. Motor controls, elec 
tronic instruments, communications de- 
vices, industrial and commercial light 
ing, etc., are among the products best 
handled through salesmen 
cialized engineering knowledge and 
training. However, it was ad- 
mitted that such emphasis on specialty 
salesmen, either for appliances or sup 
was practical only in well-de 
veloped market areas, that the small 
town and rural markets would still 
ave to be served by the experienc: 

ill-around wholesalers’ salesmen. 


with spe 


sales 


plies, 


Cooperation Stressed 


Each member of the electrical in- 
must fully his 
re sponsibility in any type of coopera 


plan”, said A. E. Hol- 


oway in his introduction to a descrip- 


! , a! 
lustry realize own 


tive promotion 
| 
tion of the organization and activities 
ot the Radio & Electrical 
\ppliances of San Diego County. No 
promotion in the industry can be car- 
ried out successfully at any one level 
e said. It requires national adver 
tising by the manufacturers, regional 
advertising and promotion by the dis- 
tributors, and local effort by the deal- 


+ 


Bureau of 


rs with store and salesmen 
effort. The 
regional coordinators of such activity 
Mr. Holloway said 


Cooperation within the industry and 


ie-in 
utilities can best serve as 


within each company is essential to the 
ntinued leadership of the electrical 
| according to Milton G. San 
ders in his talk to the 
“Industry’s management has 
e responsibility of taking 


lustry 
second general 
session 
over the 
job of training its people to get along 
vit each other and to develop the 
individual employee's 
well as his skills,” said Sanders 
Zone NEWA 


bers and their guests filled a three-day 


personality as 


The Pacific mem- 
session in the luxurious atmosphere of 
Hotel del Coronado with a _ balanced 
program of business, social and golf 
events An f 


executive meeting for 


members on opening day was followed 


by the two open general meetings on 
the two successive mornings 

At the regular elections of the 
Pacific Zone of NEWA, held at this 


meeting, William M. Jewell, Westing- 
house Electric Supply Seattle, 
was elected chairman of the zone for 
the coming year. He succeeds E. E. 
Karsten, who has served as chairman 
for 14 years. The next meeting was 
scheduled for Salt Lake City for June 
of 1949, 


( orp., 
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etter Homes & Gardens 





Is selling these 





Appliances 








October, November 


and December 





Nall Cy Homes All the brands listed on the next two 


and ( yal’ (oir pages are being sold through 
( 


Better Homes & Gardens during the current 


quarter — October, November and December. 





Mitts Fil Sre Muyisine 
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October — November — December 


PAGE 
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DISHWASHERS 
Cameron 
Frigidaire 
General Electric 
Thor Automagic 


DISPOSAL UNITS 
General Electric 
Hotpoint 
In-Sink-Erator 


HOME FREEZERS 
Coolerator 
Deepfreeze 
General Electric 
Philco 

Schaefer 

Tyler HarderFreez 


IRONERS & IRONS 
Arvin 

Betty Crocker 
Horton 

lronrite 

Proctor 

Simplex 

Thor Gladiron 


RANGES 
American Gas 
Boss 

Caloric 

Crosley 
Electromaster 
Florence 
Frigidaire 
General Electric 
Gibson 

Grand 
Hardwick 

L&H 

Magic Chef 
Maytag Dutch Oven 
Monarch 

Norge 


Presteline 






APPLIANCES BEING SOLD THIS CURRENT 
QUARTER IN BETTER HOMES & GARDENS 


Standard Gas 
Tappan 
REFRIGERATORS 
Admiral 

Coolerator 

Frigidaire 

General Electric 
Gibson 

Norge 

Philco 

Servel 

VACUUMS, SWEEPERS & POLISHERS 
Bissell 

Bruce Doozit 

Cadillac 

Dumore Floor Polisher 
Filter Queen 

General Floor Polisher 
Hoover 

Hoover, Junior 

Lewyt 

Wagner 

TIMEPIECES 

Big Ben Time 

Kelton Time 

Seth Thomas 
Westclox 


WASHERS 

Apex 

Automatic 

Bendix 

Dexter 

Easy 

Maytag 

Speed Queen 
Thor Automagic 
Voss 
Westinghouse Laundromat 
MISCELLANEOUS 
Arvin Grill 

Bell Telephone 
Burgess Batteries 
Crane Kitchens 


BETTER HOMES & GARDENS 
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October — November — December 


APPLIANCES BEING SOLD THIS CURRENT 





QUARTER IN BETTER HOMES & GARDENS 
Cutler-Hammer Fuses Kitchen Kraft Kitchens 
Delta Flashlights Knapp-Monarch Liquidizer 
Edwards Door Chimes Lightolier Lamps 
Everhot Appliances Majestic Home Incinerator 
G. E. Fluorescent Lights Moe Lights 

' G. E. Kitchens Nesco Roaster 

G. E. Lamps NuTone Chimes 

Hamilton Clothes Dryer Robertshaw-Fulton Controls 
Handyhot Appliances Sunbeam Mixer 
Harper-Wyman Gas Burners Toastmaster Toaster 
KitchenAid Coffee Grinder Westinghouse Appliances 
KitchenAid Mixer Youngstown Kitchens by Mullins 





T. reason that Better Homes & Gardens is such a top-notch spot for 

these ads is just this: BH&G editorial content is 100% service 

on better living. 100% service appeals only to the husbands and wives who run 
better homes. That means husbands and wives who not only have 

the interest but the income for everything that makes for better living. 

Better Homes & Gardens’ 3,000,000 high-income families are the 

heart of the market for everything that goes into homes. They 


are your best customers. That’s why it pays you 





to have the brands they've been pre-sold 


Hel Homes 


on in Better Homes & Gardens. 


and Gardens 


CIRCULATIO,, oveR 3,000,009 





VS SERVES...so it SCREENS...so it SELLS 


SING ELECTRICAL MERCHANDISING—DECEMBER 1, 1948 PAGE 93 




























ELECTRIC 
WATER 
HEATER 









4 


= . 

is moisture-proofed an man 
It's sealed against moisture penetration before 
it reaches the water heater manufacturer or 
service man! 








YALE uses the following test regularly which 
shows conclusively that it is practically im- 
possible to short-circuit the YALE Water 
Heater Unit even under adverse operating 
conditions: 





FIRST 


the unit is com- 
pletely sub- 
merged in water 
for a long period. 





Immersion Type 
Heating Unit—one of 
a complete YALE line | 

of electric heaters. 


THEN 


the unit is imme- 
diately subjected 
to 1500 volts — 
from electrical 


Solid brass J 
forged flange. 


Glazed steatite 


terminal to ; 
insulator block. 


ground. 


Big #12 thread 
for connections. 





It's mechanically stronger, too. The spe- 
cial YALE manufacturing process also 
provides extra strength — to minimize the 
strain accompanying the application of pi J 
pressure to the terminal connector. Tn ee 


YALE £/ 


THE BRIGHT SP. 


$e ey 


Sealed against 
| Moisture penetration.| 






HiFORM HEAT 
LECTRIC HEATING 


THE YALE & TOWNE MANUFACTURING COMPANY 
YALE Electric HEATING UNIT SALES 


Room 1000, Chrysler Building, New York 17, New York, MUrray Hill 9-6700 


“YALE~ 
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Makers of the famous YALE lines of 
Locks, Door Closers, Pumps, Hoists, 
Industrial Trucks and Scales. 





time. They were immediately after the 
war, but since Christmas 1947, prac- 
tically no reordering has taken place. 
The occasional exception is the large 
drug store which is really a small de- 
partment store emphasizing cut rate. 
This type of outlet will take a line of 
discontinued table models a distributor 
might want to unload. The name- 
line wholesalers in the Bay area sel- 
dom sell to drug stores because they 
want the dealer to take the complete 
line and not just the small models. 
Because the druggist won't take the 
higher priced models, the distributors 
say the drug stores are unable to offer 
service and, as a consequence, put no 
selling effort into their retailing. 


Mid-West and South 


While the eastern and New England 


sectors show little disposition on the 
art 


pe 


of druggists to carry radios, espe- 
cially in the urban areas, the Midwest 
and South present quite a different 
picture. The South has been especially 
active in the sales of radios in drug 
stores. In Atlanta, Savannah, Macon, 
and Greenville, a few southern cities 
selected at random, reports indicate 
that, on the average, about four out of 
five drug stores carry small radio sets. 
In Selma, Ala., 


ot about 


which has a population 
25,000, there are six drug 
stores, four of which sell small radios 


usually in the $19.95-$29.95 class 
However, none of 
stores does any servicing 

Skillern & Sons, Inc., a chain of 
drug stores in Texas, has been ex- 
tremely active in radio sales. Officials 
of the chain have indicated a high 
degree of interest on the part of dis- 


these particular 


tributors in placing the wholesaler’s 


particular lines in the Texas drug 
stores. Most of these brands are in 
the so-called name or ionally k 

the »-Callied Name or nationally known 
category. Radios led a_ two-year 
bonanza in sales totaling over $200,- 
4). Many chains are carefully scru- 
tinizing the Skillern setup, as drug 


Makes Cooking A Pleasure 


Will Drug Stores Sell Radios Again? 


CONTINUED FROM PAGE 89 








stores are very much interested in de- 
termining whether the Texas success 
story might not represent a trend on a 
national basis. 


Radio-Drug Honeymoon? 


As most radio dealers continue to 
concentrate on television sales at the 
expense of radio, the drug store looms 
as a substitute outlet for radio sales 
The manufacturer needs a new outlet 
for his radio set distribution. The drug 
stores need a new sales product to 
bolster sinking profits Informed 
sources of both parties feel that it may 
be just a question of time before the 
pre-war relationship is re-established 
and enlarged. 


Westinghouse Increases 
Prices On Some Radios 


Price increases ranging trom one to 
10 dollars on one table model radio, 
two radio phonograph combination 
consoles, and one television set, have 
been announced by the home radio 
division, Westinghouse Electric Corp., 
Pittsburgh, Pa. KE. G. Herrmann, 
sales manager, attributed the boosts 
to increased operational costs and 
higher prices for materials. However, 
he advised that no across-the-board 
hike was contemplated, and increases 
have been minimized by applying only 
specific material cost increases to each 
set. Previously, three major price re- 
ductions on both table and console 
radios were effected by research. Mr. 
Herrmann remarked that all future 
savings will be passed on to the con 
sumer in similar manner 

Models affected are H-188, $27.95, 

H-203, $239.95 ($229.95), 
mahogany, $249.95, ($239.95), blond: 
H-191, $279.95 ($269.95): and tele- 
vision table model H-196, $325, ($319.- 


95) 


($26.95) ; 





G-E ELECTRIC KITCHEN in the Blandings Dream House at Tappan Hill, Tarrytown, 
N. Y. is the object of attention from (left to right): Eric Hodgins, author of “Mr. 
Blandings Builds His Dream House”; Gerard Swope, honorary president, G-E; David 





Swope, president, Country Homes, Inc., builders of the home. 
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sed The Feature 
Mr Most Women Want! 
ituré 
_ Simplicity sells the LkH! Every 
17 95, woman who sees it and compares, 
198), wants it. Why? Because the 
a L&H has only ONE switch per 
tel surface unit. Because this one 
3109- switch provides ALL cooking 
temperatures ... mot just 3, 5, 
or 7. Because the L&H is the 
easiest electric range to operate. 
Many other L&H features make 
your selling job easier. For 
full information, write 
A. J. LINDEMANN & HOVERSON CO: 
Milwaukee 7, Wisconsin 
. - 
ur pose ' ¢ 
for Any cooking P can raise OF lower an 
+. vour fa- want, - Bag ter? to top b Sere of 
es on like volume 19 Y ye amount Brot. automatic time CO” one 
HH. CO rvater from a faucet « a turn tion, you ae appliance outlet 40 eee 
dio, oe pending om how far y so sure ovens on™ , plus many © hes leisure 
or much ws so easy, $0 simple, ‘eturn surface unit a better meals more - 
= argo an LAH! All you 1° ccface that RIVE YY mmemaking. $o° ore write 
~ “Varies switch ee” from low —— Noday for — | 
. tions, NO t you CONS! 
om ee high- mu get any hea i son CO., mAILWAUKEE 7, 0s Oil Rane! | For 73 years manufacturers of fine 
—_ a. 3. LINDEMANN 8 ee Water Heaters, Lal K e ITER’ cooking and heating appliances. 
Also Manufacterers —" ES GooD cooKs B | 
AK 
— THAT M 
*THE RANG 
. See us at Space 17/42-43 
American Furniture Mart 
January 3 to 15 
: ig 
rytown, 
f “Mr. 
David 
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“The TOP-VALUE Line 








is your PROHT Line 





Feature for feature, dollar 
for dollar... every way your 
customers look at it, there’s 
more value in any one of the 
new Ultramatic Caloric mod- 
els. From Compacto to Six- 
burner fully automatic, Ca- 
loric is America’s finest range 
to own, America’s easiest 
range to sell. 


Caloric ALONE gives 
all these features 


Fluorescent light + seamless por- 
celain enamel Mono-Top + Flavor- 
Saver Dual Burners «+ one-piece 
porcelain Hold-Heat oven + auto- 
matic time and heat controls - 
Veri-Clean Broiler completely re- 
movable + Porcelain Hi-Lo broiler 
pan and rack + patented balanced- 
action door mounting «+ seamless 
Burner Tray Compartment and one- 
piece front frame in porcelain + Caloric Stove Corporation 
America’s easiest range to keep clean “ > yin P Ke 

Widener Building, Phila. 7, Pa. 


Caloric ALONE does 
this promotion 


Every Range 


First in volume of consumer adver- 
tising on gas ranges - Month-after- 
month advertising in leading 
magazines « Productive sales litera- 
ture for every purpose + Store and 
window displays + Dealer advertis- 
ing service * Sales training programs 
« Service training schools 


NEW VUltcamatic, 


All Caloric LP-Gas = 


models have 


in the Caloric 


Line is Available in 





cially engineered 


burners and valves 


THE fAdtomalic, GAS RANGE 
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_R. Stafford Edwards Is Awarded 


1948 McGraw Manufacturers Medal 


Presentation made during annual 
meeting of NEMA at Atlantic City 


R. Stafford Edwards, president, Ed- 
wards & Co., Inc., was recently pre- 
sented with the James H. McGraw 
Award Manufacturers Medal for 1948 
at a luncheon held in Atlantic City, 
N. J. during the annual meeting of 
the National Electrical Manufactur- 
ers Association. The award was 
made by W. T. Stuart, editor, Electri- 
cal Construction and Maintenance, 
who is secretary of the Committee of 
Awards 

Mr. Edwards was recipent of the 
medal “for his unsparing effort to 
arouse leaders in industry and govern- 
ment to the grave consequences of the 
irestrained secondary boycott and his 
able research and compelling testimony 
vhich provided a sound basis for cor- 
rective legislation”. The panel of 

idges who recommended Mr. Ed- 
vards for the honor was composed as 

llows: George C. Thomas, Jr., The 
Thomas and Betts Co., Inc., Elizabeth, 
J.; D. F. G. Eliot, Western Elec- 
tric Co., New York; J. K. Johnston, 
National Vulcanized Fiber Co., Wil- 
mington, Del.; E. W. Seeger, Cutler- 
Hammer, Inc., Milwaukee, Wis.; W. 
r. Stuart. 


Awards 23 Years Old 


A series of four awards to encour- 
age constructive thinking for the 
advancement of the electrical industry 
was established 23 years ago by the 
late James H. McGraw, founder, 
McGraw-Hill Publishing Co., Inc. 
These awards, consisting each of a 
bronze medal and a purse of $100, are 
given for personal contributions of 
merit in the manufacturing, contract- 
ing and wholesaling branches of the 
electrical industry and for cooperation 
within the industry. A Committee of 
Awards, representative of the four 
branches of the industry, administers 
an endowment of $40,000 to perpetuate 
these awards. 


The JAMES H. McGRAW AWARD 
Manufacturers Medal—1948 


CITATION — Combatting the sec- 
ondary boycott was a task calling for 
great personal courage and uncom- 
promising principle. For a business 
leader to participate in this endeavor 
was to invite great risk and often 
serious retaliation. For the past three 
years 


R. STAFFORD EDWARDS 


President of Edwards and Company 
Inc. has worked unsparingly to arouse 
leaders in industry and government to 
the sinister consequences of the un- 
restrained secondary boycott, and 
through able research and compelling 
testimony has provided much of the 
foundation upon which anti-secondary 
boycott legislation is built today. 

In 1945 as Chairman of a Special 
Committee of NEMA, he undertook a 
survey to obtain specific examples of 
the use of secondary boycotts in the 
electrical industry. In spite of grave 
difficulties the project was completed 
largely through his personal efforts. 

During this time he created and 
maintained a strong interest through- 
out the electrical manufacturing in- 
dustry in the secondary boycott prob- 
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R. STAFFORD EDWARDS: ”.. . un- 
sparing effort to arouse leaders .. . to the 
grave consequences of the secondary boy- 
cott.” 


lem and its possible solutions. The re- 
sults of his survey together with docu- 
mentary evidence of the widespread 
use of secondary boycotts were made 
available to legislators and administra- 
tion officials. His willing and forceful 
testimony disclosed the destructive ef- 
fects of secondary boycotts on the pub- 
lic welfare. His active personal efforts 
were instrumental in enlisting support 
from other industries. 

His untiring efforts and unflagging 
interest are widely recognized as a 
major influence in the eventual enact- 
ment of legislation to deal effectively 
with the more serious aspects of the 
problem. 

For his extraordinary efforts on be- 
half of his industry and the public wel- 
fare, the Committee of Awards, on the 
recommendation of the judges, has 
voted to Mr. Edwards the 1948 medal 
and purse given under the James H 
McGraw Award 


Coolerator Co. Expands 
Production Facilities 


The Coolerator Co., Duluth, Minn., 
recently increased its output capacity 
to meet the sustained demand of re- 
tailers for family size freezers and 
refrigerators, it was announced by 
Ward R. Schafer, vice-president and 
general manager. The firm has hired 
more than 800 new employees for an 
additional factory shift, which pro- 
cedure is a reversal of the usual 
seasonal sales trend, according to the 
company. A substantial speed-up in 
distributor deliveries has already be- 
gun. As part of the program, the 
company has moved the entire account- 
ing, sales, advertising, engineering and 
service departments from the factory 
in West Duluth to the New Garrick 
Building in the downtown business 
district. In addition, the 15 sales areas 
established by the company after the 
war have been streamlined into 13 
compact districts, which realignment 
will eliminate much travel for district 
managers and allow closer distributor 
contact, according to William C. Con- 
ley Jr., sales manager. 


1948—ELECTRICAL MERCHANDISING 

















the 
Doy- 


Cu- 
ead 
lade 
tra- 
eful 
_ ef- 
ub- 
orts 
port 


zing 
is a 
lact- 
vely 

the 


1 be- 
wel- 
1 the 

has 
1edal 


s H 


{inn., 
vacity 
f re- 
and 
1 by 
t and 
hired 
or an 
pro- 
usual 
o the 
wp in 
y be- 
, the 
‘ount- 
g and 
actory 
arrick 
siness 
areas 
sr the 
to 13 
nment 
istrict 
ibutor 
. Con- 


SING 


i 



































p)94 she 
[rt 


———— [ st = =F 



















— nw 


eer ae 


ft 
\ CHRISTMAS / 








ONLY 


Se _— a — — 


HAS THE 







National magazine ads that pre-sell Crosley 
products in millions of homes 








Local newspaper ads that bring traffic into 
your store 





















Special promotions that produce prospects 







4. Colorful displays that spark buying impulses 
5. Dealer aids with selling punch Giant Scotch Santa Claus now being 
used as seasonal promotion to build 


6. A full line of quality products to please every . 
customer preference for CROSLEY. 


possible prospect 





Crosley "Big 12” Television Model 9-407 


Here are a few of the Extra Value products 
that mean Cros.ey sales leadership this 
holiday season—and the year ’round. Never 
before has a single line offered so many sell- | 

ing advantages—so many outstanding qual- \ 
ity features to influence buyer opinion, 
build profits for you. 


Os Pn SLEY ALCO 


Crosley 
Radio- 
Phonograph 
Model 9-214M 






Crosley Table Radio Model 9-114W 





with a Crosley 


, 
Franchise se *® TRADFE-MARK REG. U. S. PAT. OFF. 


Shelvador Refrigerators» HomeFreezers* Ranges* Radios* Radio-Phonographs* FM* Television 


DIVISION MANUFACTURING 
CORPORATION 
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1. Atlanta, Ga.— Passing cars pulled into the curb as drivers sighted 
these striking advertised-in-LIFE windows at Reed Appliance Company. 


And customers got out to come into Reed’s to buy! Said E. 5. Reed: 


5 he <dunderall * 


“Our LIFE windows have made many sales for us. But we feel that estab- 
lishing our store as headquarters for LIFE-advertised products has been 
even more important.” 


Wherever you are, displays like these 
will pull extra sales for you 


Week after week, LIFE is read in 14,950,000 families. 
That’s 36° of all the families in the entire nation. 
And as every retailer knows, the whole family is important 


when it comes to selling appliances. 


That's whv retailers from coast to coast report such won- 


derful results when thev call customers’ attention to the 





Swnbeom 
JBOPVAASTER 


2. Seattle, Wash.—Grinnell and McLean recently featured 24 LIFE- 
advertised items in window and interior displays. Here are Sunbeam 
and Proctor irons, Telechron clocks. LIFE ad reprints added extra eye- 
appeal, retold sales stories that many customers had read in LIFE. “Our 
customers were certainly attracted by our LIFE-advertised displays,” 
said Jack Grinnell, partner, ““Volume was very satisfactory.” 
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appliances they sell that are advertised in LIFE. 
They do this by showing reprints of ads from LIFE with 


appliances advertised—in window and interior displays. 


There are four examples on these pages, from stores in 
various parts of the country. Take a tip from these retailers 


and put LIFE to work in vour store. 





3. Los Angeles, Calif.—See how this reprint of an RCA Victor Radio ad 
from LIFE adds interest to this display at Leeman’s. When Leeman’s 
used this way to get extra attention for 32 LIFE-advertised products, 
sales increased 20%. ‘There is always reduced sales resistance if a pro|- 
uct is nationally advertised,” said L. H. Markson, president. ““We complete 
the selling effort by displaying the advertising with the merchandise ” 
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4. Homestead, Pa.— When Katilius Jewelry & Appliance Co. dressed (right, above). ““We had our LIFE-advertised promotion during an 
’ : PI ] 
up their windows with plenty of advertised-in-LIFE material (above), ordinarily slack season,” said E. J. Katilius, “but there was plenty of 
| I 7 : I ; 
ready-made sales walked in the door. Altogether, 26 LIFE-ad vertised buying excitement. I always like to use LIFE tie-ins because | know 
eshal. products were featured by this store in window and interior displays so many people in Homestead read LIFE every week.” 
ee eee ee ee ee ae ae ee Le oe ee ee el 
ding famili b ki d 
Attract LIFE-reading families to your store by stocking an 
displaying these f duct 
Use this advance list of products to be advertised in LIFE to plan your buy- 
ing and your promotions. It appears every month in Electrical Merchandising. 
MAJOR APPLIANCES Blue Bird Cedar Chests—'4 page Gotham Watch—page, color Krementz Jewelry—l page 
Dec. 6 Crosley Avco Refrigerator —page, c. Aristo-Mat Table Mats—14 lines Hamilton Watch—page, color Rensie Watches—!4 page 
G-E Refrigerator—page, color Dec. 13 Cannon Towels—page, color Jacques Kreisler Watch Band Dec. 20 De Beers Diamonds page, color 
Lewyt Cleaner—!, page, color Lustron Prefabricated Houses page, color 
Dec. 13 Eureka Vacuum Cleaner page, color Swank Men's Jewelry—page, c. a 
4 page, color Simmons Electronic Blanket—page Mido Watch—page Dec. 6 Community Silverplate—page, c. 
‘ Dec. 20 Kelvinator Appliances—page, c. Dec. 20 Englander Mattress—page, color Cyma Watch—!, page, color Home Decorators Silver—y page 
Koroseal—Household and Apparel Girard-Perrezaux Watches Dec. 27 1847 Rogers Bros.—page, color 
| SMALLER APPLIANCES AND areeber mea 
HOUSEWARES Dec. 27 Cannon Towels—page, color arvenrved ings by Weed—1 pe CAMERA SUPPLIES AND 
: 5 . . meee Cc . oS”) 25° 
Dec. 6 Sunbeam Shavemaster—page, c. Vinyl Film Household Products Wrier Watch—l4 pase OPTICAL GOODS 
Ekco Pressure Cooker—page page, color nag: 2 pas 
Ekco Flint Carving Sets \y nage pat J B Watch Band—¥% page Dec. 6 Bell & Howell Camera—page, c. 
‘ > * #iS . l ve 
Dominion Appliances—¥4 page RADIOS, RECORDS & INSTRUMENTS Krementz Jewelry—¥4 page mp Film bt 
: “ne yave . yosure te yave 
Swiss Commerce Musical Cake Dec. 6 RCA Victor Instruments—spread,c. Omega Watches—% page ‘I ee ee 
. a —" - . ‘ . Graflex Camera—lAy page 
Plate —28 lines G-E Radio—page, color Dec. 13 Bulova Watch—spread, color : 
‘ 5 cae —- : Dec. 13 Panda Camera—!, page 
Dec. 13 G-E Lamps—page Dec. 13 Philco Radio and Televisior Spiedel Jewe y ee on Graflex Camera—4 page 
G-E Toasters—'/2 page a pipe Wales Walen—apeend, colos Dec. 27 Wollensak Lenses—l%& page 
Waring Blendor 4 page RCA Victor Instruments page, ¢ Bretton Watch Band page color , 
Clorox—% page Columbia Masterworks Records Ingraham Clocks—page, color SPORTING GOODS AND TOYS 
ArtBeck Meat Baster—42 lines : te Keepsake Diamond Rings page, ¢ Dec. 6 Brunswick Bowlingtl quipment—pg 
. . ste anos— save : 
Dec. 20 Decorative Lighting Guild Christ- aii te a i : — - 3 Westclox—page Schwinn-Built Bicycle—page 
mas Tree Lamps—page, color Doc. 29 Sylvania Radio Tuses—'6 pagt Croton Watch—Vy page Brooks Ice Skating Shoes—lg pg 
Sylvania Lamps—page, color JEWELRY, CLOCKS AND WATCHES Forstner Chain—!4 page Chicago Roller Skates—% page 
HOMES & HOME FURNISHINGS Dec. 6 Elgin Watch—spread, color New Haven Clocks—4 page Flexible Flyer Sled—% page 
Dec. 6 Bigelow-Si inford Carpets— page, c. Gruen Curvex Watch—spread, c. FlexLet Expansion Bracelet-—4 pg. Dee. 13 Model Toys—\% page 
Nashua Percale Sheets—l4 page Telechron Clocks—spread, color Hyde Park Watch—% page Dec. 20 Welsh Doll Carriages— ¥% page 


NOTE: Many of these LIFE advertisers A D V E R T ! $ E D 


have ordered sales helps from LIFE mer- 
chandising. Ask your suppliers about AD- 
adi | VERTISED-IN-LIFE merchandising aids! 
ado i 
eemal's 
neh 00 FAMILIES READ LIFE 
a prot NOW 14,950,0 _ 


omplete 
andise.” LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 
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| Dramatic Contrast 


ONLY HAS THEM.. 


and that’s why Sepco is | 
..-90 MUCH MORE EFFICIENT 


..30 MUCH EASIER T0 SELL | MODERN IMPROVEMENT in churning | © 


butter, as compared with the old-fash- , ft; 
ioned method, is illustrated in the display 
booth of the Alabama Mfg. Co. at the 
Alabama State Fair, Birmingham, Alo. 





























































































° ° e ° While “Granny” works diligently, the 
No need to split hairs when you explain Sepco Electric Water Heater modern young lady knits as her Gem ' 
advantages .. . No need to depend on ordinary features found in any | Se ee eee ee . 
one of several dozen other heaters b 
| ) 
. | Scheduled Meetings ; 
...Sepco has what it takes to sell! 9 u 
CHICAGO JANUARY MARKETS al 
Sepco has all the conventional water heater AND, IN ADDITION, Sepco gives you Merchandise and Furniture Marts, ee 
features from magnesium rod tank protec- these three exclusive features that prospects pay 
tion to good insulation, fi i i i i 
g ulation, fine appearance and will quickly recognize as spelling greater NATL. ELECTRICAL RETAILERS | 
10-year guarantee. heating efficiency, lower electric costs— | ASSN. F 
MORE FOR THEIR MONEY. Annual Meeting ; re 
. . . Merchandise and Furniture Marts, - 
i Cash in on the big electric water heater Chicago, Ill. 
= market . . . with the unit that goes farthest January 9-12 - 
CENTER CO NVECTOR American Society of Mechanical Engi- ; st 
neers and Material Handling Inst P 
extends entire length of tank. Convention Hall, Philadelphia, Pa. = 
Scientifically designed for con- January 10-14 se 
vection action. Heats water con- 
tinuously as it swings upward NATL. HOUSEWARES & MAJOR pt 
along full length of HOT- APPLIANCE EXHIBIT sh 
CENTER CONVECTOR. De- Natl. Housewares Mfrs. Assn. 
livers more 150° water faster! Novy Pier, Chicago, Ii! 
i. Reduces liming and scale for- - ges 
mation. Increases tank life! January 13-20 (not open Sunday) y 
INTL. HEATING & VENTILATING _ 
EXPOSITION C 
American Society of Heating & Ven- w 
7 tilating Engineers t 
za 5 | UNIQUE Intl. Amphitheatre, Chicago, Ill. = 
January 24-28 fi 
HELICAL DIFFUSER WESTERN WINTER MARKET = 
; breaks up surge of incoming Western Merchandise Mart, 

Wy _ cold water, spirals it gently San Francisco, Cal. $a 
* to proper heating position. Jan. 31-Feb. 5 yi 
, /PATENTED SNAP-ACTION Avoids premature mixing. THIRD ANNUAL FLORIDA ti 
. Guarantees maximum with- ELECTRICAL EXPOSITION 
v IMM ERSION TH ERMOSTATS drawal of hot water. Tampa, Fla. - 

- F 1-12 in 
designed and made by SEPCO stonery 7 
specifically for water heater use. HH | WESTERN GIFT, STATIONERY, 
Immersed in water for instant, sito " JEWELRY, TOY AND HOUSE- 
ae fa Le WARES SHOW 
positive reaction to tem pera- ; _ ° . . : 
ture change. Assure plenty of Civic Auditorium, San Francisco, Calif. 
hot water at the right tempera- February 6-10 p 
ture at all times. | 1949 HOME SHOW OF ST. LOUIS “tn 
Home Builders Assn. of Greater St. in 
Louis or 
Kiel Auditorium, St. Louis, Mo. P. 
February 12-20 ; 
26TH DAILY MAIL IDEAL 
HOME EXHIBITION ay 
Olympia pi 
London, England Q 
March 1-26 ar 
— — THIRD INTL. LIGHTING \ 
EXPOSITION & CONFERENCE 
ii Industrial & Commercial Lighting 
i AUTOMATIC ELECTRIC HEATER COMPANY .- /odlifown, a. Equipment Section 7 
Natl. Electrical Mfrs. Assn. 14 
: Stevens Hotel, Chicago, Ill. 
Mar. 29-April 1 we 
E | 
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W. W. Welch 
Company 
Announces New 
Distribution Policy 


‘THe W. W. Wetcu Company’s 
exclusive line of Atr-FLIGHT 
Circulators is now being sold only 
through leading wholesalers and 
distributors, according to a state- 
ment by W. W. Welch, president 
of the well-known air circulator 
lan company. 


Policy Already A Success 


“In 1948 we experimented with a 
limited number of distributors,” 
Welch reports. “The result was 
boundless enthusiasm on the part 
of these distributors—so much so 
that we have decided to channel 
all our sales exclusively through 


wholesalers and_ distributors.” 


Dealers Favor New Sales Plan 


Former direct dealers, it is 
reported, are in accord with the 
new Air-F ricut distribution plan, 
since it is no longer necessary for 
each dealer to carry large inven- 
tories of merchandise. Heavy 
stocks in distributors’ warehouses 
in advance of the hot-weather 
selling season will eliminate the 
possibility of delayed 
shipments to dealers. 


factory 


New York Distributor Reports 


William J. Kranzer, president, 
Crannell, Nugent & Kranzer, 
well known New York City dis- 
tributors and wholesalers, and 
first to sign with Welch under the 
new sales policy, has this to say: 
“To move more than four thou- 
sand units in our first season with 
you was far beyond our expecta- 
tions, and has produced a most 
satisfactory profit ... We should 
increase our business from 50 to 
100 percent in 1949.” 


Quick Facts About 
Air-Flight Circulators 


Produce more cubic feet of cool- 
ing air per minute than several 
ordinary fans the same size... 
Patented louver rings, in addition 
to directing the flow of cooling 
air all 
pletely enclose the fan blades... 
Q let, 


around the room, com- 
uniform circulation of air 
drafts, noise or 


Molded in sparkling 


w plastics, strong and durable 


without blasts, 
vibration... 

-. Dimensions: 15” diameter, 
14” high . . . Only 15 lbs. net 
weight. Three Speeds. 


ELECTRICAL MERCHANDISING—DECEMBER 1 





Opportunity 


FOR AGGRESSIVE DISTRIBUTO 







Tremendous public demand 
plus fast turnover of 


SLGUT 


ealls for wide 
expansion of 


WELCH 


distributor 


The new progra 


outlets 















Here’s big news for leading wholesalers and distrib- 
utors! The W. W. Welch Company, 


of the fastest selling air circulator, launches its new 


manufacturer 


selling policy. UAprecedented public acceptance of the famous A1r-F LIGHT 


Circulator f. . the fast turnover by dealers . . . created this big oppor- 





tunity for selected outlets. Recently, therefore, Welch set a 


new policy of selling only through distributors and wholesalers. 


was tested last summer. It met with smashing success! Nez 
distribyfors saw their sales pyramid with a Welch franchise. Production and 


sales of this money-making product reached new peaks in 1948. 





This coming year production facilities will be doubled! 
Now is the time to investigate the advantages of adding the famous 
A1r-Fiicut Circulator to your line. Valuable franchises are still 


available. A Welch representative will gladly explain the details. 


PHONE, WIRE 


£IGIS7 


CIRCULATORS 
W. W. Welch Company 
General Offices: Glenn Bldg. 
Cincinnati 2, Ohio 
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PULL PRE-SOLD HANDYHOT 
CHRISTMAS SHOPPERS 
INSIDE YOUR DOOR! 





Here's How! 
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1. HANDYHOT CHRISTMAS DISPLAY. New 
Handyhot eye-catcher in beautiful full color. 25” 
high, 37” wide, 18” deep. Accommodates 6 or 
more attractive Handyhot gift items. Display is 


‘one piece, simple to set up. Special Christmas ° ° 
dies voll Geena tee ea YOUR STORE pictured in 
yeor ‘round. 3 . e . 

For Handyhot holiday profits, feature display 4 nation-wide holiday 


in window with special Christmas banner attached. ee P 
Saturday Evening Post “as advertised” cards are advertising 3 


available with each display. For a perfect tie-in, bo H 
set “as advertised” card in window and run ribbons ; The most amazing appliance 


from appliances in ad to the same appliances in 


pew Window lob diagren). sales tie-in opportunity 
of the year! 


* 


a 
}epennenn 
ad , 


a 
Be 


2. MAGGIES—NEW! SENSATIONAL! 

New, sensational magnetic clips enable you to 

price-mark appliances simply and easily. Magnet 

clings to appliance, special clip holds price card in 

place. Set of 24 maggies, complete with Handyhot : , : 

price cards for entire line and special feature cards. e Here’s Handyhot’s Christmas greeting to appliance deal- 


ers everywhere . . . and your chance to sell more Handyhot 
Quality Appliances than ever before! 


, ae S suRPRISES nant e@ Shown on the opposite page is Handyhot’s full page ad- 
“< Wondyhot on a vertisement in color for the Saturday Evening Post of De- 
7.) D> i= ei cember 4th, reaching over 12 million readers. 


* 


(iba a 
es e Another Handyhot color advertisement is scheduled for 
=. the December 5th American Weekly, reaching more than 


21 million readers. 
ay 
nt = 


@ It all adds up to Handyhot’s Holiday Promotion for ’48— 
large space, color advertising in two of the biggest “guns” 
in national advertising. 





e808 5 


7a 





@ Many of the 33 million readers of these publications are 
right in your own neighborhood . . . pre-sold on Handyhot .. . 
looking for the special Handyhot display in your window! 


3. IMPRINTED HANDYHOT GIFT FOLDER 
Tie your store in directly with the Handyhot Christ- 
mas promotion—send your customers these per- 
sonalized, inexpensive Handyhot Christmas Gift : 

Suggestion Folders. Handyhot Line of Quality For complete details and special prices on promotional 
Appliances is attractively illustrated and de- material, SEE YOUR HANDYHOT DISTRIBUTOR TODAY! 
‘scribed in 3 colors. Use as self-mailers or in No. 10 
envelope with other material. Imprinted with your 


at eddies, Chicago Electric Manufacturing Company e Chicago 38, Ill. 
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As Advertised in Saturday Evening Post, December 4, 1948 


SHOP FOR CHRISTMAS HERE... 





— 


Look for Handyhot Appliances—displayed at better 
stores everywhere. Handyhot offers 34 gift sugges 
tions for year ’round comfort and convenience. Illus 
trated are a few of these time and work saving 
appliances. Give them, receive them with assurance. 
Handyhot appliances offer high quality, superb styl- 
ing and top performance at low price. Chicago 
Electric Manufacturing Company, Chicago 38, III. 


Handyhot 


43 Hs ° CS of quality 
La. OL, VZ4 WCE ELECTRICAL PRODUCTS SINCE 1903 —— <--->» 
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As des stayed atove 


@ Automatic Toaster......... .$14.95 
Economical. Truly the best toaster value 


@ Twin Waffle tron 
New. Individual switches for each grid 


@ Electric Whipper 
Versatile. Whips eggs, cream—mixes beverages 


@ Travel tron 
Useful. \deal for home or travel use. 


@ Single Waffle tron 
Latest Design. Useful for all occasions. 


@ Sunkist Juicit 
Famous. Gets all the juice quicker 


@ Portable Electric Washer 
Convenient. Does washing cleaner, quicker 


@ Electric ice Cream Freezer 
Unique. Rich ice cream — made electrically. 


Handyhot 
Gingham Package -= 


your guarantee 
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The One Winute 
Line 


again means 
MORE 
§2% your money 


You want a machine that 
looks good, is priced com- P 
petitively, enjoys the good 

word of its users, and wash- 

es dependably year alter ea 
year. Investigate a One 
Minute dealership today. 
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MODEL 647 —LOVELL WRINGER 
Lifetime gear assembly 


Dollar for dollar and year 
after year, there’s a mint 

of money in the One Minute 
dealership. Cash in on 
customer acceptance built 
by three generations of 
users who are boosters. 
Enjoy the savings on 
service that comes from 
sturdy equipment 
engineered to do heavy 
jobs with ease. Only 
One Minute Washers 
have long life gear 


\ assembly. 


ry? 


Single and Double Models of One Minute drain tubs now 
in fairly good supply. Ask us about them. 


ind Portable models. Immediate deliv- 
Provides big 
6 inches in diam- 

Be sure to see 


Folds to table tor 
h long ironing rolls 


er. Beautiful models 





== — 

“en —_ 3 

> qa! — 

mage 
ONE MINUTE ~ 

IRONER MODEL 699 


ONE MINUTE WASHER CO. 


Washer Craftsmen since 1898 
KELLOGG, IOWA, U.S.A. 


See Our Exhibit at Space 17/102-103 Furniture Mart January 3 to 15 
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Gibson Holds First National 
Sales Convention Since 1941 


Shows new refrigerators, ranges, 


freezers; 


The first post-war national sales 
convention of the Gibson Refrigerator 
Corp., Greenville, Mich., was recently 
held in Grand Rapids, Greenville, and 
Belding, Mich. Approximately 400 
representatives from 92 marketing 
areas attended the three day session. 

L. W. Hamper, executive vice-presi- 
dent, told the convention that, al- 
though the supply of steel was still 
tight, the company had been able to 
improve conditions for delivery. This 
encouraging report generally reflected 
the optimism shown for all the firm's 
products, especially the home freezer. 


Freezer Picture Good 


C. J. Gibson, Jr., pointed out that 
3.6 percent of the appliance dollar was 
invested in home freezers last year, 
which indicates a better acceptance 
than electric refrigerators enjoyed at 
a comparative stage. While approxi- 
mately 451 manufacturers had planned 
to enter the freezer field at the con- 
clusion of the war, only 92 are now 
engaged in producing some type of 
freezer. Mr. Gibson observed that, 
according to the Bureau of Census and 
NEMA calculations, less than 100,000 
freezers were in use by the end of 
1945; 125,000 units were sold in 1946; 
300,000 in 1947; and, from all indica- 
tions, more than 500,00 will be sold in 
1948. Based on the present rate of 
increase, 800,000 units should be sold 
next year for a volume of $160,000,000. 
Mr. Gibson remarked that the sales 
growth could be attributed to three 
factors: (1) education of rural cus- 
tomers through the use of lockers; (2) 
development of the packaged frozen 
food business (A million families cur- 
rently renting lockers are potential 
freezer customers); (3) meat ration- 
ing during the war. 


Electric Ranges Gain On Gas 


Paul H. Eckstein reported that by 
the very latest U. S. Department of 
Commerce figures, the electric range 
industry is on the verge of forging 


deliveries 


improved 


ahead of gas. He said that, by the 
end of the first six months of this year, 
sales of electric ranges totaled $73,100,- 
734 as compared with $74,931,191 for 
gas stoves. Likewise, electric ranges 
show a better increase during this 
period, 41.85 percent as against 25.16 
percent for gas ranges. National in- 
ventories show the same story with only 
8,716 available at the end of June as 
compared with 45,934 gas ranges. Total 
electric range sales in 1946 aggre- 
gated to $41,413,000, but for 1948, the 
industry will total $450,000,000, more 
than 10 times as much. He stated 
that, from 1940-1, the range business 
increased from 450,000 units to 728,- 
000, and in only two manufacturing 
years since the war, the business has 
doubled again with 1,400,000 units this 
year. Yet national saturation is only 
15 percent, which indicates a pros- 
perous potential ahead. Comparing 
the first half of this year with 1947, 
Mr. Eckstein remarked that, while 
ranges have increased 41.85 percent, 
washers have only advanced 28.79 per- 
cent, ironers 0.84 percent. Vacuum 
cleaners have dropped one percent, 
and all types of radios 10 percent. He 
described the pent-up building need as 
a harbinger of tremendous sales. 


Debut Of New Lines 


Gregory L. Rees, range sales man- 
ager, introduced the Kookall electric 
range line, all of which are 40 in. 
wide, and have an Ups-a-Daisy unit 
providing 2,100 watt service. The 
demonstration proved that it was pos- 
sible to reach 1,000 degrees in 1} min- 
utes. Absentee cooking on the range 
is made possible by an engineering de- 
vice enabling operation from a cold 
start. 

J. L. Johnson, general sales man- 
ager, introduced six new refrigerator 
models. D. D. Shonn demonstrated 
the new freezers. Others to make pre- 
sentations were G. V. Drum, advertis- 
ing, and J. B. Croskery, market re- 
search. 


(PICTURES ON PAGE 108) 


Open House at Molokai 
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IN CELEBRATION of the dedication of a new generator, Molokai Electric Co., serving 
the Island of Molokai in the Hawaiian group, recently held open house. Sales school 
and appliance show, put on by the Hawaiian Electric Co., were held outdoors at 
Molokai. Charles Cummings is here shown addressing a group of Molokai Electric Co. 
salesmen on some of the finer points. 
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SIMPLE THUMBSCREW — 
ADJUSTMENTS FOR 
"7 DIFFERENT HEIGHTS | 4 

4 


} 


4 


The G.P.& F. MET-L-TOP was the first all-metal Ironing Table — and 
is still out front in important features and sales advantages .. . FIRST in 
public demand. 


The NEWEST FEATURE of the G.P.& F. MET-L-TOP is ADJUST- 
ABLE HEIGHT ...SHORT or TALL, RIGHT HEIGHT FOR ALL. 
The top may be adjusted to 7 different heights by simple thumbscrews. 
Correct height of ironing table reduces BACK STRAIN, ARM STRAIN 
and IRONING FATIGUE caused by ironing over a table that is too low 
or too high. 

















The smooth-as-glass, white-enameled, ventilated top of the G.P.& F. 
MET-L-TOP makes ironing easier. Hollow channel-steel reinforce- 
ments run underneath, full length of the steel top... assurance that it 
will stay smooth, straight and level. Always show this important 
G.P.& F. construction feature to customers. 


SELL THE ORIGINAL all-metal ironing table...the genuine 
G. P. & F. MET-L-TOP ... fire-proof, warp-proof, crack-proof, venti- 
lated. All welded and riveted construction . .. no wobble, no squeaks, 


no creeping ... faster, easier ironing with lifetime durability. 
NATIONALLY ADVERTISED every month. 


Two Models... Adjustable Height Model, and 
the Standard Model without adjustable legs. 


FAIR TRADED 
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talk SPINNER 




















Model 177 



































See the entire line of 


PN Tem ZeTS r-Vacmelatom laelal-a- 


at the 


CHICAGO WINTER MARKET 


Room 541, Furniture Mart, January 3 to 15, 1949 























PAGE 106 DECEMBER 1, 1948—ELECTRICAL MERCHANDISING 




















| 


ELECTRICAL MERCHANDISING—DECEMBER 1, 


o 


@ That's right! 
twenty years ago. Hundreds of thousands of ABC Spinners 
serve American housekeepers. There isn't a better-known 
name in the washer business...nor a name that enjoys 
more well-earned good will. 

And the ABC Spinner bristles with exclusive Sales 
Features... 


ABC started spinner drying, more than 


It washes, rinses, blues and damp-dries—the complete 
washing action without additional accessories. 

Its positive-action Agitator washes each batch from fop 
to bottom unfailingly, by every test of cleanliness. 


DRYING. 









ABC Spinner’s exclusive Turret Drainboard, its Porcelain- 
Enameled Dryer Basket, Automatic Top-Mounted Pump 
Control, Direct-Drive Sealed Gear Mechanism and Solid 
One-Piece Frame Construction—these and a host of other 
features give you a flying start toward a SALE when the 
scene is set for a Spinner ! | 


ABC Spinner is just one star in a complete line that in- 
cludes ROUND TUBS, SQUARE TUBS, ABC-O-MATIC, and 
the ABC DeLuxe IRONER—home laundry equipment to meet 
every dealer’s merchandising need. 


Line up with ABC and you line up with the Leader ! 


Exclusive ABC spinner features like these eliminate service headaches 


Massive One-Piece Frame 
supports gear case assembly, 
tub and dryer basket, assures 
rigid alignment, less wear, 
longer life. 





ABC Direct-Drive Gear Case 
Mechanism runs easily, quietly, 
in a bath of oil. Precision- 
machined gears, generous 
bearing surfaces. Wide, thick, 
strong gear teeth. Long life. 





ALTORFER BROS. 


1948 


COMPANY - 


Revolving Turret Drainboard, 
exclusive ABC patented fea- 
ture, turns freely. New design 
basket latch locks dryer bas- 
ket securely; automatically 
starts and stops spinning. 


Famous ABC Positive-Action 
Agitator, with three scientifi- 
cally-shaped perforated fins, 
agitates clothes at top of tub 
as well as at bottom, insures 
thoroughness of washing ac- 
tion, minimum clothes wear. 





PEORIA, ILLINOIS 
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IR CUSTOMERS 


who want the benefits of 


ELECTRIC COOKING in Summer 


and the comfort of 


COAL-WOOD COOKING-HEATING in Winter 





Auer CNS paaicess 


Electric, Coal-Wood Range 


==, Cook Electrically in Summer 


Cook with Coal or Wood 
in Winter 








COMPACT 
40’ of Floor Space 


LARGE COOKING CAPACITY 
FULL PORCELAIN OVEN 


HI-SPEED OVEN 
Heating Unit 





PYROFLEX 5-SPEED 
Non-warping Surface Units 


*“FUEL-MISER”’ 
CONSTRUCTION 


PLAY 


Space 510-B 
AMERICAN FURNITURE MART 
3rd Floor—HIGH POINT FURNITURE MART 


&[TRIBUTED NATIONALLY * 


Ar - H A McRae & Company, Inc. Rudning-Robertson Company 
Jon roy, New York Sioux Folls, South Dokote 
mpony Mosec a Dist tors, Inc Small & Schelosky Company 
as _ Springfield 7, Massachusetts Evansville, Indiana 
Fre Nest pony Motor Power Equipment Company Steinmon Hardware Company 
} St. Poul, Minnesota Lencaster, Pennsylvania 
Georgia Apg < Plymouth Electric Company Stratton-Warren Hardware Co 
At e New Hoven, Connecticut Memphis, Tennessee 
J) R. Hunt & "par C Radio Telev mn & Appliance. Inc W yeth Compeny 
Balt e,™M nd Seattle, Washington St. Joseph, Missour 
Loppin Elect y Richmond Hardware mpony Upstote Distributors, Inc 
Milw - A n Richmond, Virginia Syracuse 8, New York 
Larsor 
Forg a 





Yes, send me complete details—literature and franchise information 
on Dual-Duty Ranges... 


Firm Name 


State 


=. ee a Ee ae 


» City 


i 
Address t 
all 


bed my 
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Gibson Shows Its '49 Line 





ALL STOPS on the sales organ were way out when Gibson Refrigerator Co. presented 
its lines at a recent national sales convention in Grand Rapids Paul H. Eckstein, 
assistant sales manager, shows 1949 refrigerators. 











A BOOKFULL of notes on the 1949 up- 
right home freezer was provided for Eliza- 
beth Sweeney, household equipment editor 
of McCall's magazine, by J. L. Johnson, 
sales manager. 





DOUBLE FEATURE 
two Gibson girls in parkas. 
Fresh’ner Locker. 





THE SELF-TALKING range really didn’t 
need any help from Gregory V. Drumm, 
manager of advertising and sales promo- 
tion. When the door is opened a record 
begins to play. 





theme of Gibson’s national ad campaign was pointed out by 
Objects of their attention are the Freez’r Locker and 


eee eo 








Mullins Mfg. Corp. Expands 


The Salem, Mass., and Warren, 
Ohio, plants of the Mullins Mfg. Corp., 
are being expanded to provide more 
space for present production and ex- 
requirements. More than 
$500,000 is being invested in new build- 
ings and factory additions. The War- 
ren plant manufactures the cabinet 


ecutive 


DECEMBER 1 


Two Plants 


sinks and base cabinets 
Youngstown 


for the firm’s 
Kitchen line. The im- 
provements there are expected to be 
finished by May 1949. The new two 
story office building at Salem, which 
will house the company’s general and 
executive offices, should be completed 
by February of next year. 
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New Market Pattern 
in the “push-button” house 


The redesign, remodeling and equipment of 
an old frame house on a 145 acre farm near 
Madison, Wisconsin...is the result of wide study 
and collaboration by the best engineering talent 
of the state university. 

The plan behind this project was to show that 
the modern conveniences and appliances wanted 
by farm women could be included ina practicable 
farm home conversion program, at a reasonable 
cost. Mrs. Severson’s home, is known locally as 
the “push-button” house ... and is the model 
which will influence other farm families in the 
community, and be widely copied. 

The converted Severson house will also serve 
as a market pattern to appliance manufacturers 
...and impressive evidence of the enormous 
potential in sales in the revolution of farm living 
standards now under way in prosperous Midwest 


farm communities. 


The three features SuccessrFuL FARMING 
finds essential for convenience, comfort, practical 
utility in a farm home, are found in the Severson 
house... a workroom for the housewife on the 
ground floor... the rear hall opening into all 
first floor rooms except the dining room, prevents 
dust-tracking when men come in from the field 
or barn yard... and a front entrance from the 
driveway, inviting visitors into the living room. 

The workroom has an automatic washing 
machine, electric ironer, clothes dryer, set on a 
platform eighteen inches high to stop stooping. 
While the baby’s clothes are being washed, the 


homemaker can spend half time in the kitchen, 


SUCCESSFUL 


or taking care of junior. And the utility room 
doubles in brass as canning center, has an electric 
hot plate, 16 cubic-foot deep freezer. 

The kitchen has compact, modern working 
tools, an electric range, sink with built in electric 
dishwasher, refrigerator, ventilating fan. 

In the basement, an 80-gallon electric water 
heater, water softener, and a shower bath saves 
time and steps, adds comfort and convenience. 


Intensive demonstrations carried on by 
utilities, women’s organization and clubs...the 
spread of the highlines and cheaper current... and 
electrified model farm homes have given the 
farmer and his wife an appreciation of the vital 
need of electrical appliances for farm living and 
farm business. And eight years of unparalleled 
farm production, at an all time peak in 1948, 
provide the money and means. 

SUCCESSFUL FARMING since 1902 has led the 
educational efforts for better farm living, among 
the best farmers of the nation... and from now 
on will give the farm home equal consideration 
with farm business in editorial effort and space, 


With circulation concentrated in the 15 
Heart States among farmers with the best soil, 
best methods, largest investment in plant and 
equipment... SUCCEssFUL FARMING’s 1,200,000 
subscribers in 1948 have an average gross income 
of $10,000 ($4,000 above the US farm average), 
and offer the best electrical merchandise market 
in the world today! Call the nearest SF office for 


data and details! 





~ FARMING 


“/ a 


Detroit Office: 1701 FISHER BLDG., DETROIT 


ELECTRICAL MERCHANDISING—DECEMBER 1, 1948 


PAGE 








109 





Lighting To Sell 





GREAT NEW 1949 


MUGY SDI ume 








PACKS A 











STAGE PLAY, “Look to Light” West- 
inghouse dramatic production, demon- 
strates how modern lighting can sell 
merchandise. In the above scene, two 

actors portray a department store episode ] 
where the impulse to buy is increased by 


adding proper overall lighting and effec- 
Ty == nae nl! y f tive highlighting of a special display. 

















RANGES = a 
REFRIGERATORS ; or asher Output Up 
Se Despite Limited Steel 
HOME FREEZERS 
‘ ne ; : Production problems are still of 
x ‘ paramount importance to washer 
j makers, but the industry is also striv- 


ing to indoctrinate sales forces with 
the need to sell, Raymond J. Hurley, 
chairman of the board of Thor Corp., 


YOUR NEW BLUEPRINT FOR 


id told New York newsmen in mid 

e New Selling Manual—al- October. 
ready acclaimed by salesmen In New York to confer with May- 
as the best and ecasiest-to- flower Industries and E. B. Latham 


and Co., local distributors, Mr. Hurley 
declared that steel is still in) short 
supply and is likely to remains 
through 1949 

Despite the shortage and temporary 
shutdowns resulting from it, Mr 


c 
\ 

e + 
Busine use manual in the business. 


WITH NEW 





Hurley said that Thor’s washer out 
put was up about 40 percent over last 





Veal 
Pre-tested, self-selling store 7 
material: Displays, direct Me Partielity 
THAT ARE EASY TO USE! mail—every thing. Ask your He said that Thor is producing equal 
distributor about the refrig- quantities of its wringer and semi- 
automatic Automagic washers a1 


Gibson is PRE-SOLD. The entire 1949 crater and vengs thet tale. 
Gibson line is designed to fill the ex- 
pressed desires of housewives across the 
nation. THAT INSURES ACCEPT- 
ANCE. And beyond that, Gibson pro- 
vides housewife-tested selling material. 
The new Gibson line meets your pros- 


called the demand as high as it was 11 
1947. Ironers are now selling at the 
rate of 28 to 32 percent of washer 
sales and have increased “fantastically” 
in proportion, Mr. Hurley said, but 
he declined to give actual figures 


. Factory inventory is turning over 
Powerful, steady national esaersgi. ; Rye: 
’ about eight and one-half times a year, 


advertising in your city in- approximately twice the pre-war rate, 

terlocked with local dealer he said. 

advertising. Because of the steel situation and 
the high demand, Thor is accepting 

sale. Get the Gibson story from your orders on a 30-day basis, accepts no 

Gibson Distributor. GIBSON RERIG- back orders and finds that distributor 

ERATOR CO., Greenville, Michigan. inventories are low. The company’s 


; dealer organization has been increased 
sich from a pre-war 12,500 to 21,000 today. 

LOOK FOR FULL PAGE, FULL COLOR, Hope to Hold Price Line 
G | 8 S oO N ADVE R TIS FRE N TS Lal About 16 percent of Automagic 


sales include the dishwasher and 


LAD! & Ss’ H OM E J O U a NAL clothes washer units, according to Mr. 


Hurley. He expressed the hope that 


n 

in B E T T ia R H OM £ S AN D GAR D — N S the company would not be forced to 
n 
dl 


pects’ needs. The new Gibson advertising 
and promotional aids meet your needs 
to make a satisfying profit from every 











“T 1948. GIBSON REFRIGERATOR CO 





raise its prices in 1949 and said that 
GO O D ia Oo U S b K B E p ] N G Thor is attempting to increase output 

by better technical methods and ma- 
SAT U 4 DAY E V E N l N G PO S T terials handling. Asked about new 
ary ea = ; products, he admitted that Thor has 
“like every other manufacturer” been 
experimenting with clothes dryers and 
fully automatic washers. 
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Stromberg-Carlson Ups 
Video, Radio Prices 


The Stromberg-Carlson Co., Roches- 
ter, N. Y., recently increased prices on 
?? radio and television models, accord- 
ng to an announcement by the firm 
[he company stated that the price 
ikes resulted from increased costs of 
materials, component parts, and labor 
Specifically, the manufacturer cited 
new wage grants for factory employees 
and heavier expenses in procuring 
tubes. metallic and phenolic materials. 

The following are the retail prices 
established for the East, all prices be- 

g slightly higher in the South and 
West 


Model New Price Old Price 
1407 PLM $ 299.50 $ 289.95 
1210 PLM 335.00 325.00 
1407 PFM 344.50 334.50 
1409 M3A 398.50 390.00 
1210 PGM 410.00 395.00 
1409 M3M 410.00 398.50 
1210 PSM 430.00 415.00 
1210 PSP 440.00 425.00 
1409 PGM 440.00 425.00 
1210 M2Y 465.00 450.00 
1250 M5M 490.00 475.00 
1409 M2A 490.00 475.00 
1210 M5B 525.00 495.00 
1210 M5R 595.00 575.00 
1210 M5G 595.00 575.00 
1210 M5I 595.00 575.00 
TV 12 IM 645.00 625.00 
TV 12 M5M 1,025.00 985.00 
TV 12 M5B 1,075.00 1,025.00 
TV 12 MSR 1,175.00 1,120.00 
TV 12 M5G 1,175.00 1,120.00 
TV 12 MSI 1,175.00 1,120.00 


January Mart Reverts 
To Original Dates 


The American Furniture Mart re- 
cently announced that the semi-annual 
home furnishings market would re 
turn to the original dates in Chicago 
ext January. After much discussion 

mg representatives of the hotel as 
ciation, Furniture and Merchandise 
lart executives, the following dates 


ed for the next thre 


urs 
1949: Winter—Jan. 3-15; Summer 
5-16 
1950: Winter—Jan. 9-20; Summe 
J 19-29 
1951: Winter—Jan. 8-19; Summer 
18-28 
e change was effected to provide 
equate hotel accomodations, which 
\ ild have beer impossible at the 
la date of Jan. 10 21. Buvers are 


lvised to visit the markets through 

out the entire two week period rather 

than overcrowd the facilities on the 
ning days. 


FM Automobile Radio 
Sets Sought By Dealers 


Retailers would like to see an FM 
automobile radio put on the market, it 
was revealed recently by J. N. Bailey, 
executive director, FM Association. 

A questionnaire answered by dealers 
all over the country indicated that 
automobile FM _ sets are their first 
preference, 81.7 percent asking for 
them; 56.4 percent demand FM-AM 
table model radios listing under $50; 
55.7 percent want FM battery port- 
ables; 29.2 percent want straight FM 
sets; 19.8 percent would like FM 
tuner; and 51 percent feel that there 
is a need for FM consoles without 
phonographs. 






Big SGE for 12,000,000 
to see in National Magazines 








2 Magic-Mirror 
Doors 


Each of the two big 
ovens of this big SGE 
has the famous Magic- 
Mirror Door. Gleam 
ing, hide-oven mirror 
becomes o see-oven 
window at the press of 
the switch. It’s magic 


for display . . . magic 
as an extra SGE soles 
feature. 
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GOWN BY CHAS. LANG 


6 Burners 


Here’s the answer to every housewife’s problem at 
Thanksgiving. SGE’s big capacity, 2-oven, 2-broiler, 6- 
burner gas range takes the worry and scurry out of get- 
ting Thanksgiving dinner for a crowd. And SGE’s na- 
tional advertising carries the story of this big SGE to over 
12,000,000 readers of Good Housekeeping and Better 
Homes and Gardens—just at the right time to make the 
biggest impression. 


BIGGER SALE— BIGGER PROFIT 


Get the benefit of this advertising. Display the Big Capac- 
ity SGE in your window and on your store floor. Every 


. <a ~ 
sale means a bigger profit to you. ATT (Op) 


52 os soveertn OF 


ORIOLE - ACORN - VULCAN 


STANDARD GAS EQUIPMENT CORPORATION 


BAYARD AND HAMBURG STREETS - BALTIMORE 30, MD. 


PAGE 111 

















GWE Greatest H)ME Show 
on Eth! 









™ 





Bigger and Bigger! 
e Present HOUSEHOLD biggest in his- 
tory—most articles, most ads! 

e Advertising revenue up 35% this year 1 
alone! 

@ Million dollars in new business since 
introduction of new format! 

® More four-color pages—reproduction 

second to none! 

e And still this low cost per 1,000— 

$2.40 for black and white, $3.20 for 

four colors! 


a \ | | 


\ 


Mccens a H(\USKHOLD ~oe/ 


No doubt where the greatest home show is. Small cities and towns! They 





contain 60% of all non-farm homes. 

The more homes, the more home equipment. Small cities and towns 
account for 62% of America’s appliance stores! 

And HOUSEHOLD is the on/y big monthly aimed directly at this market! 

Not only that. Even in this rich area, HOUSEHOLD hits the bigger 
homes (more housekeeping), the bigger families (more cooking, more 
washing). What a market for appliances! 

Particularly when HOUSEHOLD urges these families to buy—regularly 
—with continuous, Idea-Planned editorials on new home equipment. 

With such a potent combination—(1) the greatest home market, (2) the 
biggest home owners, and (3) articles that back up the ads—no wonder 
leading advertisers agree, “Success is a HOUSEHOLD word!” 


= HOUSEHOLD 


a magazine of action for small cities. and Tours 


Speed Queen Marks 
40th Anniversary 


In a little tinshop behind the hard- 
ware store of Joseph B. Barlow and 
John G. Seelig in 1908 was started 
a business that today, known as Barlow 
& Seelig Mfg. Co., is producing 300,- 
000 Speed Queens a year. It owns 
five plants located in Ripon, Omro, 
Wautoma, Fond du Lac and Algon- 
quin, Il. 

The store had bought a few hand 
power washers from the Rullman 
3ros., hand power washer manufac- 
turers in Missouri, which sold so well 
that the hardware proprietors obtained 
a license to manufacture and sell this 
machine in Wisconsin. 

From the milk stool dolly the manu- 
facturers switched to the vacuum 
plunger operated by hand lever. Mr. 
Seelig conceived the idea of gearing 
up the lever so that the dasher would 
go up and down several times with 
each stroke. 


Hardware Stores First 


Salesmen for hardware lines who 
called at the Barlow & Seelig hard- 
ware store were the first missionaries 
for the new brand, carrying literature 
and price sheets away with them on 
their trips. The first machines were 
sold on the basis of $96 a dozen, with 
one free with each dozen ordered. 

In 1912 Barlow & Seelig brought out 
an electrically driven washer. The 
name Speed Queen first came out in 
1928. 

Marshall Scott came in as general 
manager in 1927 when Mr. Barlow 
and Mr. Seelig retired. Today H. H. 
jumby heads the firm. 

Speed Queen ironers, which are pro- 
duced at Algonquin, Ill., came out of 
a venture of the Peter Brothers, who 
manufactured tapping chucks. As a 
result of their answering an ad for a 
manufacturer who wished to produce 
ironing machines, they produced Amer- 
ica’s first household ironer in 1905, a 
26 in. gas heated, hand powered table 
model. The year 1907 saw that de- 
velopment of the belt driven model in 
both the 26 and 27 in. sizes employing 
a motor, and selling for $65. 

The American Ironing Machine Co. 
was purchased by Barlow & Seelig in 
1928, and was operated as a separate 
organization until June, 1947, when 
they merged 

Barlow & Seelig is noted for its 
veteran salesmen such as C. D. Stone, 
New York, Ralph Rankin, Kansas; 
Tom Berry, New England; Henry 
Van Anrooy, 1929 Michigan; Shot 
Geeslin, Wisconsin; Art King, West 
Virginia: Lee Olson, Minnesota. 
There are many other oldtimers, but 
they are juniors compared to these 
boys. 

H. H. Bumby is president of Barlow 
& Seelig and members of the firm 
like R. C. Labisky, Bill Groshans, Joe 
S. Morris and R. P. James, sales 
manager, are widely known. 


Toussaint Appointed 
lroner Chairman 


M. A. Toussaint has been appointed 
lairman, ironer division, American 
Washer and Ironer Mfrs. Assn., ac- 
cording to a recent announcement by 
Roy A. Bradt, association president, 
and vice-president, Maytag Co., New- 
ton, Iowa. Mr. Toussaint, who is also 
chairman of the association’s sales and 
advertising committee, is Conlon di- 
vision assistant to the president, Con- 
lon-Moore Corp., Chicago, III. 


c 
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Just Like That 








on your list for the 
“a KITCHEN DEMONSTRATION of the 
ild Disposall garbage disposer is performed 
ith by Ralph C. Cameron, manager, dish- 
washer-Disposall dept., Hotpoint Inc., Chi- 
) cago, Ill., as a homemaker watches. Use CH ICAGO MARKET 


of the company developed home demon- 
strator on wheels with simple rubber hose 





‘ho attachment to sink spigot has made pos- ‘ 
rd- sible quick and effective demonstrations. 
ies 
are We want you to see the 
on 
ere , —- 
ith re greatest line of merchandise in 
40 Million Tele Sets 
on By 1958—Cosgrove Perfection’s sixty years history, including 
in At least 40 million television sets ° P ° 
p ol tc ls conation ty 108 wth 0 a complete new post-war line of oil-burning 
he regular audience of 100 million, accord- 
i. ing to Raymond C. Cosgrove, executive home heaters, with new selling features 
; vice-president, Avco Mfg. Corp. 

Mr. Cosgrove spoke at the recent 
pe 20th annual Boston Conference on Dis- that no other heater can match. We look forward 
ion tribution. Observing that during the 
sa past year television had grown faster to seeing you at our permanent exhibit . . . 
ra than any other major industry ever to 
uce appear on the American horizon, he 
er- predicted that within the next five 
e years, television will directly and in- 


ble directly employ at least one million | 
de- people and will spend eight billion 
| in dollars. By 1958, sets of all kinds will | 
ing be within everyone’s financial reach. 


This will be possible through volume 





Co. production and engineering in addition 
, in to marketing advances, he remarked. 
ate = e 
hen 500,000 Sets in Nine Mcnths 
Mr. Cosgrove commented on the fast Mercha nd ise Mart 
its growth of video as compared with the 
ne, early days of radio. The first nine 
as; months of 1948 have seen 500,000 sets 
nry produced as against only 85,000 over 


hot the same period in 1947. In spite of 


fest pioneer programming standards, 40 ° 
ota. stations are now operating in 24 cities, | ¢j 0 
but an advance of 400 percent over last 
1ese year. He expects 400 stations in 140 
cities to be telecasting within five years. 


low Although more than 700,000 video 
irm sets have been manufactured since the L. Bushfield F. T. Stahl W. M. Barber B. J. Greenough 
Joe end of the war, Mr. Cosgrove admitted bie sans snd rte 9 
ales that production could have been greater District Manager District Manager District Manager District Manager 
except for the shortage of tubes. He ATLANTA CHICAGO CLEVELAND JERSEY CITY 
looks for annual production to be about 
two million sets by 1951. In 1953, Mr. W. J. Bruce D. C. Branhan F. W. Mortenson 
Cosgrove feels there will be 12 million ae eerie yet 
sets in use, and about 50 million people District Manager District Manager District Manager 
watching television every day. KANSAS CITY OAKLAND ST. PAUL 
ited 
ican Lighting Fixture Makers 
< | “ScGn'enes PERFECTION STOVE COMPANY 
lent, \ one-day conference of more than 
ew- 100 manufacturers of lighting fixtures | | ‘ 
also r commercial, industrial and resi- 
and ential use with executives, engineers Cc eve and 4, Ohio 
di- 1 officials of the General Electric 
>on- amp Department was recently held 


> Pigg: aargy ll aly ong | Ranges * Cook Stoves - Home Heaters - Water Heaters 
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Worth Investigating! 
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3 Sizes: knee, waist, or body height - 110/120 v or 220/240 v 


NATIONALLY RENOWNED 


WESIX 


114 


Electric 


BATHROOM HEATERS 


WESIX ELECTRIC HEATER CO. 


390 


Seattle 


8 £B 
Portland 


Write 


° SAN 
* tos Angeles + Chicago * 


Department WS For Full Information 


FRANCISCO 5 


Huntsville, Ala. 





Water System Sales Of 
650,000 Expected In '48 


Over 4 million farms will 
have electricity by Jan. 1] 


Sales of electric farm pumps and 


wate systems will aggregate to 
roughly 650,000 units in 1948, 
ing to a recent poll of sales managers 
Natl. 
Farm Pump 
rman Hotel, Chicago, 
1949 are expected to be 
in excess ot 600,000 units 


acct ord- 


annual meeting of the 
Assn. of Domestic and 
at the She 
Ill. Sales for 
During the 
plans for a National Water 
Systems Week in the spring of next 
discussed. All interests, 
a stake in the promotion of elec- 
tric farm pumps and 


meeting 


year were 
with 
water systems, 
were urged to mobilize in a nation-wide 
campaign for education on the produc- 
tive uses of running water on farms. 

Frank E. Watts, executive 
Farm Journal, New York, N. Y., 
described the constantly expanding 
market. and predicted that by the first 
. more than 4,125,000 farms 
would be connected with power lines. 
By 1951, he 5,125,000 
farms will have electricity At the 
f 1948, there were approxi- 
750,000 farms within a quarter 
of a mile from power lines. Mr. Watts 


assistant, 


of the vear 


expects about 


stated that on the 5,125,000 farms will 
be ove 000,090 occupied farm resi- 
lences ired for electric service—a 
tremendous rural market for the ag- 
ru lve ite systen dealer He 
feels the system has the greatest sales 
story of a electrical equipment on 
the tarm. Despite accompanying sav- 
time and labor, and increased 
ctior Mr. Watts observed that 
35 percent of the farms have run- 
water The electric water system 
‘ eart lt every rural } ome m vd 

i al c uid 

Elect Officers 

1 g ( 4 eting, the fo 
ff 5 ere elected H. B 
la ° lacket 
\f dave t 1 as presi 
) ent, A. ¥ 





CUTAWAY MODEL of a Philco pro- 
jection television set is closely scrutinized 
by the company’s distributors at the recent 
industrial exhibition held in the Gimbel 
Bros. store, Phila., Pa. Examining the re- 
ceiver are: (left to right), James Shallow, 


general sales manager; John Hawkins, 
general manager; Gerald B. Fadden, sales 
promotion manager, all of Philco Dis- 
tributors, Inc. 


DECEMBER 1 


McDonald Mig. Co., 
as vice-president; J. P. 
president, George D. Roper Corp., 
Rockford, IIL, as treasurer. 

In a report on association activities 
for the year, Herbert C. Angster, ex 
ecutive secretary and director, dis 
cussed the work by the group in 
obtaining a greater allocation of steel 
pipe for the farm water system field, 
and the attempts by the Census Bureau 


Davenport, Iowa, 
Curtin, vice 


to issue again monthly reports on ship 


ments of all types of domestic pumps 
systems. As a solution to 
bottleneck, he discussed the 
association's plan to substitute 
tubing for steel pipe, 
ting the 
the percentage of total ingot production 


manufacture of pipes 


and water 
the pipe 
copper 
and ways of get- 
steel pipe mills to increase 


¢ 


in the 


RCA Victor Makes Tele 
Owner Pact Optional 


Radio Corp. of America, last of the 
large television set manufacturers to 
insist on exclusive servicing rights for 

finally joined the 

video makers in its 
Effective October 15th, 
the company offered set purchasers a 
television 


its receivers, has 
ranks of other 
sales policy 

owner contract on an op- 
tional basis. Now it is up to the cus 
tomer, not RCA 

oe 

will avail 


+ ¢ 
At 


whether or not he 


himself of the service con 


Service Provided If Wanted 


In making the announcement, the 


ompany pointed out to distributors 





the importance of installation and serv- 
ing by trained personnel and ade- 
ately equipped organizations. These 
t 1 continue to be ere 
t the RCA S« e Co., In “9 
« r ist ( b the contract 
( t agreement rt course will 
ntinue he ' 1 
\ r to the i the modi 
‘ ' ' — ‘ 
vera it e that the sale 
t a set su 
ne eded to assu 
1 rope illation and quality 
ery Ma u I service me 
" ive be uined by 
I | reased quantities of test 
equipment and cilities have been 
] 7 


In recognition of this, 


RCA feels that the time has come to 


make the irrent policy flexible and 
provide the opportunities for such serv- 
ices by outs groups if desired by 
the buve : 


Radio Engineers Elect 
S. L. Bailey President 


Stuart L. Bailey was 
elected president of the Institute of 
Radio Engineers, New York, N. Y., 
according to an announcement from 
the institute. Arthur S. McDonald 
was elected vice-president. A member 
of the group since 1943, Mr. Bailey 
is presently consulting radio engineer 
and partner of Jansky and Bailey, 
Washington, D. C. Mr. McDonald, a 
member since 1941, holds the position 
of chief engineer, Overseas Telecom- 
munication Commission, Sydney, Aus- 
tralia. 


recently 
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with the most liberal 
co-operative advertising 
plan ever offered to 


water heater dealers! 





SMITHway WATER HEATERS 


""TWO-FOR-ONE!”’ The SMITHway co-op program for all who Alert 
sell Permaglas and Duraclad Water Heaters does more than match Dealers 





your promotional dollar 50-50: in the SMITHway program, you 
are reimbursed for two-thirds of your expenditure. This not-to- 


Clomaglas 





be-missed opportunity is your big chance to increase sales and 
increase profits. 





In every way, you are First in your community when you sell 
“Permaglas’’—the water heater that needs no special attachments —— 
. . ° is 
or accessories because its tank is glass-fused-to-steel and cannot Satine 


rust. Use the coupon—get all the facts, now. 














A. O. SMITH CORP. 
Nome —— ) 

Dept. EM-1248 | 

Water Heater Division 

Firm 

Kankakee, Illinois aeeamaae | 

| 

| 

Without obligation, give us the Street a 
| 

facts on how we can make more 
money selling ‘‘Permaglas.”’ City State = 7 








A. 0. SMITH Corporation * Atlanta 3 * Boston 16 * Chicago 4 * Dallas 1 
Houston 2 * Los Angeles 14 * Midland 5, Texas * New York 17 * Philadelphia 3 


Pittsburgh 19 * San Diego 1 * Seattle 1 * Tulsa 3 
International Division: Milwaukee 1 * Licensee In Canada: John Inglis Co., Ltd. 
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ELECTRICAL APPLIANCE NEWS 








G-E Refrigerator 


General Electric Co., 
Bridgeport, Conn 


Device: New 10 cu. ft. combination 
refrigerator-home freezer, No. NH- 
10-E . 

Selling Features: Has 2 separately re- 
frigerated, completely insulated com 
partments, each with its own door and 
its own control; upper compartment a 
2 cu. ft. home freezer, holds 70 lbs 
frozen foods, can be constantly main 
tained at zero for freezing and long 
term storage; lower compartment for 
normal fresh-food storage in 8 cu. ft., 
and maintains 38 degs. F.; high hu- 
midity of this section obviates need 
for covering foods to prevent drying 
out; 2 glass-covered drawers for vege 
tables requiring high humidity; butter 
conditioner built into wall holds a lb 
of butter at spreading softness; auto- 
matic valve regulates temperature of 
walls in fresh-food section so that ex 
cess moisture is condensed out of air 
down the walls through a vent in bot- 
tom of compartment into a pan next 
refrigerating unit where it is evapo 
rated, eliminating need for defrosting. 
Electrical Merchandising, Dec. 1, 1948. 











SCHICK Travel Kit 


Schick Inc., Stamford, Conn 


Device: New Schick “Travel Kit 
Selling Featur Kit ts of t 
new Schick Super, whi features stop- 


start switch, more p 


ew styling 


and an improved shearing head; a 





cleaning sh for shearing head; 
nylon-tufted hairbrush wit lucite 
back; full-size lucite comb; all-metal 
framed glass mirror wit easel 
back; chrome finished container for 
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toothbrush and toothpaste, and triple- 
cut nail file; all accessories neatly ar- 
ranged in genuine leather case designed 
by Rumpp; zipper closure on 3 sides; 
lined in tan herringbone luggage cloth. 
Electrical Merchandising, Dec. 1, 1948. 
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HOTPOINT Range 


Hotpoint, Inc., 5600 W. Taylor St., 
Chicago, 44, lil. 


Device: Model RC-9 range with rotary 
switches. 


Selling Features: Tilting backsplasher ; 


l-piece wrap-around body; new range 
oven timer and utility clock; larger 
storage drawers; rotary switches are 
mounted on 11% in. backsplasher, 
which when tilted forward for servic- 
ing automatically cuts off current; 
20-watt fluorescent lamp to light en- 
tire cooking surface; simpl'fied oven- 
timer and utility clock; improved con- 
cealed oven vent; new glide type 
levelers for each corner of range 


Electrical Merchandising, Dec. 1, 1948. 





HOTABLE 
Salton Mfg. Co., Inc., 
74 Reade St., New York, 7, N.Y. 
Device: Hotable wheeled serving table. 
Selling Features: Upper tray (28x16%4 


in.) of special tempered glass with 
aluminum heater element fused in by 
newly developed patented process 


reaches temperature of 200 degs. F. 
within 2 or 3 minutes; thermostati 

ntrol automatically maintains heat; 
automatic cut-off operates in event 
Hotable glass is cracked or damaged; 
lower tray of black enamel, convenient 
for bringing in desserts, salads, stack- 
ng used dishes; can also be used as 
tea or cocktail wagon; tubular chrome 
mounted on easy-rolling swivel casters. 


Electrical Merchandising, Dec. 1, 1948. 

















GIBSON Refrigerators 


Gibson Refrigerator Co., 
Greenville, Mich. 


Models: 6 new refrigerator models: 
G-879; G-969; E-859; C-839; A-819 
and A-909. 
Selling Features: First 4 models, one 
9 cu. ft., and 3 8-cu. ft., feature Gib- 
son’s Freez’r Locker freezing unit and 
Freshner Locker full-width horizontal 
across top; 2 standard models, 8 and 
9 cu. ft., have conventional freezing 
unit; Freez’r Locker and Fresh’ner 
Locker models provide cold modula- 
tion—different blends of cold and mois- 
ture—for all types of food preserva- 
tion; two models—an 8 and 9 cu. ft. 
capacity have an Ice Cube Reserve—a 
sliding drawer located between Freez’r 
Locker and Fresh’ner Locker to hold 
over 40 extra ice cubes, increasing stor- 
age space in Freez’r compartment. 
Other features include full width 
rystal glass shelves; removable spill- 
saver shelf; Crystal glass Freez’r 
Locker door; Crystal glass Fresh’ner 
locker door; Defrostajar; interior 
light ; full-width Dew-Temp freshener ; 
tilt-bin; Scotch yoke mechanism; 
Freon refrigerant; 4 h.p. Delco or G-E 
or Emerson motor; porcelain interior ; 
Hylux exterior. 
Electrical Merchandising, Dec. 1, 1948. 
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XMAS Bells 


Edwin J. Nicorvo Mfg. Co., 
210 North Broadway, South Amboy, N. J. 


Device: Electric, automatic Xmas tree 
bells... . “The Bells of St. Nicholas.” 
Selling Features: Consists of 5 two-in 
metal bells in assorted colors of red, 
blue, green, wired together with cord 
and plug—rings when current passes 
through them; each bell is 2 in. sus- 
pended from a ‘4 in. red plastic ac- 
tivating unit; the 5 bells, 17 in. apart, 
sway gently, simultaneously, producing 
different tones. 

Electrical Merchandising, Dec. 1, 1948. 
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GIBSON Home Freezer 


Gibson Refrigerator Co., 
Greenville, Mich. 


Model: Upright freezer No. HF-719. 
Selling Features: 8 cu. ft. capacity; 
4 separate compartments provide ample 
space for freezing 250 lbs. food; 2 
freezing compartments 67% in. high; 
and 2 compartments 123 in. high; 
three freezer shelves with extra freez- 
ing plate for intensified freezing. 

Electrical Merchandising, Dec. 1, 1948. 

















G-E Ranges 


General Electric Co., 
Bridgeport, Conn. 
Models: Two new low-price ranges— 
“Leader” and “Airliner”. 
Selling Features: Both models have 
been redesigned to provide extra con- 
venience in use and care; new cabinet- 





type, 39 in. bodies, 3 five-heat Calrod 
surface units; a 5-heat deep-well unit 
with built-in high-speed 6 qt. alumi- 
num thrift cooker; a master oven with 
high-wattage broiler unit for charcoal- 
type broiling—Airliner has a Calrod 
bake unit, Leader an open-coil unit. 

Airliner has new control panel, im- 
proved styling to give added visibility 
and convenience; white plastic trimmed 
switches in chrome; higher lamp hous- 
ing sheds light where needed on range 
surface; minute-timer clock; 3 storage 
drawers. 

Leader control panel has also been 
restyled for ease of use and visibility ; 
1 large storage drawer. 

Other features common to both 
ranges are a removable no-stain oven 
vent, built-in time and temperature 
charts; oven indicator lights. 


Electrical Merchandising, Dec. 1, 1948. 











ANOTHER 
SMiTHway 


FAST! 
LOW COST! 
OFF THE SHELF! 


Out of three convenient Product 
Service Division Branches—Los 
Angeles, Chicago, Newark— 
A. O. Smith is now providing 
24-hour off-the-shelf service on 
controls for all SMITHway 
Water Heaters . . . Permaglas, 
Duraclad, and Milwaukee. 


All replacement controls are 
pre-packed in individual, sealed 
cartons—always clean, always 
easy to handle and ship! 


Distributors and Utilities are 
served by their nearest Product 
Service Division Branch. 


Dealers secure replacement 
controls from their distributors. 


All save time in handling, 
time in paper work, and time in 
getting the unit back in service. 





New, Faster 


MOTOR SERVICE 


The same speedy service available 
for water heaters is also available 
on SMITHway Electric Motors. 
Ask us for all the facts... today! 
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A. O. Smith is first to provide so complete a 
replacement plan for controls on all SMITHway 
Water Heaters —three conveniently located factory 
service branches offering 24-hour replacement 
service at low cost! 


REPLACEMENT SERVICE 
FOR WATER HEATER CONTROLS 


a : fad 
NEWAR 
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A. O. Smith provides both distributors and dealers with 
completely illustrated service literature, including service 
manuals, parts lists, parts price lists, service bulletins, etc. 


Write for additional information and service litera- 
ture on the SMITHway Products in which you are 
interested.* 


NO WAITING FOR REPAIRS! A// parts are shipped im- 
mediately. Each control carries a new 1-year warranty. 





Only A. O. Smith offers so complete a service ... one more reason why 
A. O. Smith is first in profit opportunities for you! 


ao, Sarre 


Corporation 
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MT iid) PRODUCT SERVICE DIVISION’ 





EASTERN CENTRAL WEST COAST 
113-115 Frelinghuysen Ave. 8312 South Chicago Ave. ' 1637 N. Spring St. 
Newark 5 Chicago 17 Los Angeles 12 


*Also serving these SMITHway Products: Motors, Liquid Gas Systems, Vertical Turbine Pumps, 
Stokers, SMITHway-Burkay Water Heaters and Burkay Heating Equipment. 
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Via? We Ge 
Mats to fit every range... 
A mat for every appliance! 





“stop and buy”’ traffic— 


and that ADDED PROFIT! 


Display your electrical appliances on Aristo-mats, and see how 
much smarter and brighter they look! They sell faster that way, 
too! Then suggest an Aristo-mat to brighten and protect 

your customers’ table and presto—you've added a tidy sum 

to your sales check and a nice, easy profit to your day's business. 
For finest quality and beauty of product, look for the name 
ARISTO-MaAT. Specify Aristo-mats when you order. 


Immediate shipment—1 doz. to carton, 25 lb. we 


Kant-Kut Korner—an exclusive, pro- 
tective feature! "Quad-Coat” Process— 
guaranteed not to chip or peel! Many sizes 
— round, square, oblong—for every need! 


Be sure it's ARISTO-MAT—the only 
NATIONALLY ADVERTISED MAT 
that women know and trust! 


For further information, see your local 
jobber, distributor, or write 


PHOENIX TABLE MAT COMPANY 


1315 West Congress Street + Chicago 7, Illinois 
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FREEZ-ALL Freezer 


Refrigeration Div., Portable Elevator Mfg. 
Co., Bloomington, Ill. 


Device: Improved model 80 Freez-All 
drawer type freezer. 
Selling Features: 8.8 cu. ft. capacity; 
; h.p. hermetically sealed unit; im- 
proved design of cold plate assembly 
permits better natural air circulation; 
new type gasket and breaker strip 
gives tight door seal; aluminum die- 
tormed door pan has been added; new 
sharp freeze compartment door swings 
down; 3 storage drawers mounted on 
ball bearing rollers open smoothly; 
white Dupont Dulux enamel finish. 
Electrical Merchandising: December 1, 
1948 





PORTABLE Disc Grinder 


Porter-Cable Machine Co., 
Syracuse, 8, N. Y. 


Device: 5-in-1 portable electric tool 
D-6 
Selling Tl eatures Grinds, polishes, 


cuts, drills, buffs in metal, wood, glass, 
ceramics, plastics, etc.; basic unit is a 
6 in. disc grinder with attachments to 
convert it into polisher, sander, drill, 
etc.; can be used by hobbyists, home 
owners, repair and maintenance men; 
weighs less than 6 lbs.; 5@ in. shaft 
will not break or bend; universal 
motor; 3000 rpm speed no load; over- 
all dimensions 734 in 

Klectrical Merchandising, December 1, 


1948. 








CLARK Dairy Water Heater-Sterilizer 


McGrow Electric Co., Clark Division, 
5201 W. 65th St., Chicago, 38, Ill. 


Device: 20-gal. Clark electric dairy 
water heater-sterilizer. 


DECEMBER 1, 


Selling Features: Portable; plugs into 
any 110-115 volt outlet may be used 
for various purposes such as steam or 
dry sterilizing up to 220 degs., and 
may be used for washing equipment 
or clothing; heat for new unit sup- 
plied by “Life-Belt” element attached 
to outside of tank; no moisture comes 
in contact with heating elements; 
smooth, galvanized surface of interior 
tank, easy to keep sanitary; heats small 
quantities 20 gal. water in a few hours; 
temperature control knob permits con- 
trol of water temperature between 145 
degs. and 220 degs. F.; sidewalls and 
bottom insulated with Fiberglas ; white 
baked enamel finish 

Electrical Merchandising, December 1, 
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TELECHRON Clocks 
Telechron Inc., Ashland, Mass 


Models: Sportsman, Starlet, Decorator. 
Selling Features: Sportsman, genuine 
onyx case; roman numerals etched and 
filled on band of polished gold-colored 
metal; 5'4 in. square, 2% in. deep; 
3% in. dial; bell alarm; seltf-starting 
silent motor. 





Starlet, ivory plastic case; 2% in. 
dial; case 3% in.; high buzzer alarm. 
Decorator, wall clock, has pierced 
numeral band of white plastic; wall 





shows through numeral band and be- 
comes part of clock face; dial is ava.l- 
able in red, blue, gray, or tan; 714 in. 
outside diameter; 4% in. dial; 2% in. 
deep. 

All models have self-starting, silent 
motor. 
Electrical Merchandising, December 1, 
1948. 
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GIBSON Ranges 


Gibson Refrigerator Ce., 
Greenville, Mich. 
Kookall 


Device: 4 new automatic 


ranges. 
Selling Features: All models full 40 
in. wide; Ups-A-Daisy (up-and-down 
unit) automatic cooking and super 
speed surface unit on 3 models; each 
Ups-A-Daisy unit provides 2100 watts ; 
two De Luxe models have two ovens 
each. 

trical Merchandising, December 1, 
1948. 





NAXON Cooker 


Nexon Utilities Inc., 
3600 W. Touhy Ave., Chicago, 45, lil. 


Naxon all-purpose crock-lined 
beanery c yoker No 340 
Selling Features: Available in 1% or 
34% qts.; may be used for many dishes 
other than beans; larger cooker has 
mvenient 2-heat “hi-lo” switch. 14 qt. 
nodel uses 65 watts; 34 qt. model uses 
65 watts on “lo” and 300 watts on “hi”, 
Electrical Merchandising 
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KITCHEN-KRAFT Kustomized Tops 
Midwest Mfg. Co., Galesburg, III. 


evice: Kitchen-Kraft steel sink and 
Or cabinets have new “Kustomized 
yp”. 
elling Features: Backsplash is 4 in. 
high, and concave, eliminating square 
rner where backsplash and top meet; 
| 4 sides of top are trimmed with 
stainless steel; front trim beveled for 
better appearance and contains a lip 
that rises about % in. above surface of 
top, preventing water from draining 
off onto floor; tops are made from 
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\rmstrong top grade black linoleum 
and are cemented to steel base; tops 
may be had in 1-piece un to 144 in. in 
length, with or without sink bowl. 
Electrical Merchandising 
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GRIPIT Attachment Plug Cap 


Huppert Mfg. Corp., 
71-73 Bruen St., Newark, 5, N. J. 


Device: Unbreakable attachment plug 
cap. 

Selling Features: Convenient handle 
cap feature which makes insertion and 
pulling out of receptacle very easy; 
wire conductor and wire insulation 
firmly gripped and held by strain re- 
lief; blades will neither bend or pull 
out; Bakelite body; brown, black or 
ivory. 

Electrical Merchandising 
1948, 
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MITCHELL Sun Ray 


Mitchell Mfg. Co., 2525 Clybourn Ave., 
Chicago, 14, Ill. 


Vodel: No. 1914 sun or heat unit. 
Selling Features: Uses either an RS 
sun lamp with built-in transformer, or 
a R-40 infra-red heating and drying 
lamp; lightweight and portable, it 
slips onto hook over bathroom mirror 
or as bedside unit for sunbathing or 
infra-red heat treatment of minor aches 
and pains; adjustable friction swivel; 
built-in switch; 110-115 volt 60 cycles 
a.c, 

klectrical Merchandis 
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SUPER-MATIC Water Heaters 


Bruner Corp., 2318 N. 30th St., 
Milwaukee, 10, Wis. 

Vodels: “Super-Matic” 

ers in 10, 15 ane 


water heat- 
20 gal. capacities. 
Selling Features: Available in 6 models 
for 110 or 220 volt ac. in wattages 
from 750 to 2000; Fiberglas insulation; 
automatic thermostat; adjustments by 
accessible dial indicator range from 
140 to 190 degs. F; thermostat shuts 
off entirely at 190 degs. F. 
Electrical Merchandising: December 1, 
1948. 


1948 


NEW, PRACTICAL FUNCTIONAL DESIGN 


FITS the PICTURE PERFECTLY" 


With its 36” table top height and Micarta elt i$ || C2! lo 
plastic top, the GENERAL Refrigerator fits 
perfectly in the small kitchen and provides 
extra work space. Also ideal for apart- 
ments, motels, business, medical and den- 
tal offices. 




















West Coast dealers have found that the ‘‘Gen- 
eral’’ Refrigerator has unlimited sales possibilities. 
Because of its dual-purpose design and unusual 
sales features, this new type refrigerator has met 
with enthusiastic public acceptance. 

Freedom from service problems has proved truly 
amazing. The ‘‘General"’ consistently ‘‘stays sold." 
West Coast success has made possible expanded 
manufacturing facilities which permit national dis- 
tribution. 





RETAIL PRICE 


199” 


@ HERMETICALLY SEALED, 
SELF-OILING TECUMSEH 
UNIT. 


@ 5 YEAR WARRANTY. FAC- 
TORY SERVICE IN PRINCI- 


FEATURES : 


®@ HEAT AND ACID RESISTANT 
MICARTA PLASTIC TOP. 

@ 2 ‘LADY FAIRFAX" ICE 
FREEZING TRAYS. 


@ FROZEN FOOD STORAGE 
SPACE 


© EXTRA-WIDE RUBBER EX- 
TRUSION SEAL. 


©@ FIBERGLASS INSULATION. 
© TEMPERATURE CONTROL. 


@ BRASS HARDWARE TRIPLE PAL CITIES. 
@ LARGE MEAT STORAGE AND Guanes MANS © SHIPPING WEIGHT, 165 LBS. 
DEFROSTING TRAY. CRATED. 


HEIGHT 36” - WIDTH 27” - DEPTH 23” - 1055 SQ. IN. SHELF AREA 


ORDERS ACCEPTED FOR IMMEDIATE DELIVERY 


ENERAL AIR CONDITIONING CORP. 


4542 EAST DUNHAM ST., LOS ANGELES 23, CALIF. 


PAGE 119 











There are sales ANG VE 
se SPIRALS 


You recognize the 4 circles, of course. 
They're the surface heating units, the 


vital cooking spots of every electric range. 


Your helpers 


You can put them to work for you—right on your 
salesroom floor—without connecting a cord or turn- 
ing a switch. 

Just talk about the benefits these surface units 
deliver into customers’ homes! 

Because most cooking is done on top of the range, 
surface units get plenty of use. Their jobs call for 
long-lasting strength and all-around dependability. 
Range manufacturers provide this by standardizing 
on heating units sheathed in INCONEL*. 


Sell the features 


Inconel, as you probably know, is a heat-resisting 
alloy that’s made mostly of nickel and chromium. 
It’s strong and tough. It can’t rust. It resists corro- 
sion by spilled foods, fruit juices and spattered fats. 
Not only that, Inconel Sheathed Heating Units are 
the next thing to self-cleaning; spilled foods burn 
off! And the units don’t warp, crack or scale, even 
at high temperatures. 

Built to last for the life of the range, Inconel 
Sheathed Units heat quickly and evenly. They're 


a cinch to regulate, economical to operate. 


Close the sale 


Maybe you can’t mention al/ these benefits to every 
prospect. But if you get in as many as you can, it’s 
our guess you'll close more sales— more easily. 


*Reg. U.S. Pat. Off 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 


LET Inconel Sy 
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DURALUX Coffee Maker 
The Duralux Co., Wooster, Ohio 


Model: 12-cup Hostess Duralux alumi- 
num coffee maker. 

Selling Features: Features new, larger 
type upper bowl handle; stainless steel 
filter ; all-purpose cover serves as fun- 
nel stand, hot pad and decanter cover; 
self-sealing Neoprene rings; makes 
from 6 to 12 cups coffee; easy-to-read 
cup markings. 

Electrical Merchandising: December 1, 
1948. 





STEAMLINER Pressure Cookers 
Lakeside Alumi Co., M ie, Wis. 


Device: Two new lines of Steamliner 
cookers feature “Talking” gauge and 
new body finishes. 

Selling Features: Stamped aluminum 
line model S, consists of 4- and 3-qt. 
pressure saucepans; regular cast line 
model D in 6-, 4- and 3-qt. sizes have 
new “triple” finish; both lines feature 
“talking” gauge—a dead weight pres- 
sure regulator which signals home- 
maker when indicator reaches the 5, 
10 or 15 lbs. pressure required for 
cooking or canning. 

The complete Steamliner pressure 
cooker-canner line also includes 3 
larger models: 21, 16 and 12-qts. ca- 
pacities. 

Electrical Merchandising: December 1, 
1948. 








AUTHTONE Door Chimes 


Auth Electric Co., Inc., 
34-20 45th St., Long Island City, 1, N. Y. 


Models: Suburban and National non- 
electric door chimes. 

Selling Features: Requires no _bat- 
teries, transformers or wiring; com- 
pact, mechanically operated, consist of 
authentic colonial knocker of solid 
polished brass and ivory-colored enamel 
chime box; easily installed; when 
knocker is raised mechanism produces 
2 clear chime tones; chime box can be 
altered to sound only 1 note for back 
door installation; Suburban model has 
knocker; National has pushbutton in 
place of knocker. 

Electrical Merchandising: December 1, 
1948 
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SPARTON Television Console 


Sparton Radio Div., Sparks-Withington 
Co., Jackson, Mich. 


Device: television console to match 
Sparton radio phono console. 

Selling Features: 27-tubes; 10 in. 
picture tube; 54 sq. in. viewing area; 
automatic brightness control: few tun- 
ing controls; comfortable viewing 
from 38 in.; mahogany veneer cabinet 
to match Model 1040, companion AM- 
FM radio-phono console with scratch 
filter, 10 in. concert spe aker, record 

anger 

Model 1064: Sparton AM-FM radio 
phono; matched hand rubbed veneers. 
Model 1061: Sparton AM-FM radio 
phono; 10 in, speaker, record changer. 
Model 1051: Sparton combination; 
natched mahogany or blond veneers. 
Model 121: AM-FM table model; 
continuous tone control, slide-rule dial, 
mahogany finish. 


Electrical Merchandising, Dec. 1, 1948 





MAGNAVOX Radio-Phono-Teleset 


The Magnavox Co., 
2131 Bueter Rd., Fort Wayne, Ind. 


Device: All purpose console combina- 
tion—‘The Traditional.” 

Selling Features: AM-FM radio; pho 
nograph, television combined; avail- 
able in mahogany or early American 
red maple finish, designed to blend 
with decorative schemes: 12 in. Duo- 
sonic speaker; 10 in. television tube: 
Duomatic record changer; plays both 
78 and 334 rpm. for 4-hours 


Electrical Merchandising, Dec. 1, 1948 





PIONEER TELESCREEN 


Pioneer Television Co., Inc., 
282 West 25th St., New York, N. Y 

Device: Table television set. 

Selling Features: Mahogany, walnut 
or blonde cabinets; 214 in. high, 24 
in. wide, 22% in. deep; Daylight screen, 
128 sq. in., 15 in. tube, direct-view ; 13 
channel tuner; custom built; FM re- 
ception; fuse protected parts; coaxial 
cable; 2-6 in. speakers. 

Electrical Merchandising, Dec. 1, 1948. 
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G-E Television Console 


General Electric, 
Electronics Park, Syracuse, N. Y. 


Device: Console television No. 811. 
Selling Features: 10 in. picture tube; 
automatic clarifier and stabilization 
circuit controls synchronization and 
picture detail; separate circuit for 
each of 12 broadcast channels; rotary 
switch; 18 tubes plus 3 rectifiers; per- 
manent magnet Alnico 5 speaker; ma- 
hogany finished cabinet contemporary 
design; control knobs mounted on re- 
ceded metal escutcheon; speaker grille 
of woven metal with brass finish and 
acoustically treated grille cloth. 
Electrical Merchandising, Dec. 1, 1948. 





G-E Table Teleset 


General Electric, 
Electronics Park, Syracuse, N. Y. 


Device: Model 814 table television. 
Selling Features: 12 in. aluminum 
backed picture tube automatic clarifier 
and stabilization circuit for synchro- 
nization and picture detail; separate 
circuit for each of 12 channels; rotary 
switch; 18 tubes plus three rectifiers ; 
permanent magnet Alnico 5 speaker; 
clear plastic molding; fawn colored 
overlay against gold cloth horizontal 
speaker grille; mahogany cabinet. 


Electrical Merchandising, Dec. 1, 1948. 





WALCO Tele-Vue-Lens 


Walco Sales Co., 
66 Frankiin St., East Orange, N. J. 


Device: Model 1059 picture magnifier. 
Selling Features: 20% in. x 14% in., 26 
Ibs.; mahogany frame; for 10 and 12 
in. sets; 3 floor stand models also 
available for console sets; all units 
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contain mounted tubes and adjustable 
bars for horizontal as well as vertical 
adaptability except model 712 which 
has own one piece stand; lighter in 
weight than other liquid magnifiers. 


Electrical Merchandising, Dec. 1, 1948 





TELE-TONE Television 


Tele-tone Radio & Television, 
540 W. 58th St., New York 19, N. Y. 


Device: Consolette Model No. 279 
Selling leatures: Mahogany veneer o1 
blonde cabinet; 194 in. wide, 36 in 
high, 214 ‘n. deep; all channel tunning ; 
all controls accessible; vertical and 
horizontal hold controls on front; 20 
tubes: easy-view screen—full 52 sq 
in.; 10 in. tube; simple installation op- 
erates equally well on strong or weak 
signals; “Audio Vision” tuning; pic- 
ture and sound perfectly tuned as soon 
as channel is selected; AC-DC. 
Electrical Merchandising, Dec. 1, 1948 





RCA VICTOR Radio Phonos 


RCA Victor Div., Radio Corp. of America 
Camden, N. J. 


Devices: 8-V-91; 8-V-112; 8-V-151. 

Selling Features: Contemporary 8-V- 
9l-available in mahogany, walnut or 
blond finish; four door front, two bot- 
tom doors disguised by hidden hinges 
and special styling which blends as tri 

angular frame around speaker grille; 
top right door fronts tilt-out panel 
containing controls for \M-FM 
phono; top left panel conceals record 
changer ; Built-in loop antenna for AM, 





dipole antenna for FM; eight tubes 
plus one rectifier; 12 in. permanent- 
magnet electro-dynamic speaker; gol- 
den throat tone system; silent sapphire 


pickup; 34% in. high; 364 in. wide; 
18 in. deep. Model 8-V-112-18th cen- 
tury style with same woods; auto- 


matic record changer roll out and re- 
turn feature; magic monitor; ten tubes 
plus one rectifier ; 344 in. high, 38} in. 





wide, 18 in. deep. Model 8-V-151 
“Crestwood”-18th century style in 
same woods; three built-in antennas 
for AM-FM and shortwave; 14 tubes 
plus one rectifier; push button tuning; 
novel pull-out carriage 364 in. high, 
404 in. wide, 193 in. deep. 


Electrical Merchandising, Dec. 1, 1948. 





CROSLEY Radio-Phonos 


Crosley Div., Avco Mfg. Corp., 
1329 Arlington St., Cincinnati, Ohio 


Devices: Models 9-213B and 9-214M 
Radio Phono Consol Ss. 

Selling Features: Model 9-213B-limed 
oak cabinet; 324 in. high, 32 1/16 in, 
wide, 16 13/32 in. deep; superhetero- 
dyne chassis; tuned frequency stage; 
peak sensitivity and selectivity; auto- 
matic record changer; exclusive float- 
ing jewel tone system; illuminated 
slide-rule dial; 10 in. concert-type 
PM _ speaker; beam power output; 
continuous tone control; automatic 
volume control; signal web loop an- 
tenna; 540-1600 kc; five tubes plus one 
rectifier; 117 volt AC _ operation. 
Model 9-214M-18th century mahogany 
cabinet: FM-AM:; also available vy 
two speed changer for 78 or 334 rpm. 


ectrical Merchandising, Dec. 1, 1948. 











JEWEL Radio-Clock 


Jewel Radio Corp., 583 Sixth Avenue, 
New York, N. Y. 


Device: ‘“Wakemaster” radio-clock 
902 

Selling Features: Five tubes, super- 
heterodyne radio including rectifier 
with Telechron automatic clock and 
alarm in one unit; set time and pre- 
select station; radio automatically and 
gently awakens with favorite program; 
walnut or ivory plastic cabinet. 
Electrical Merchandising, Dec. 1, 1948. 
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CUT-AWAY VIEW 


FLATTER, WIDER TOP—for maximum flat 


cooking surface, efficiency and speed. 
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* greatest structural stability, ever-level top 
surface. Units can never twist or warp. 
SHEATHED IN INCONEL—the rust-proof, 
acid-proof, corrosion-proof metal that’s 
practically indestructible. 

FASTER COOKING—more contact surface 
° and aluminumized steel reflector for 


hone 


— maximum radiant heat provide new high 
en speeds in cooking. 
~— CATALOG RU-147 shows you 
ranges how to quickly end profitably 
d service all makes of electric ran- 
on ges regardiess of age. Send for 

for you copy todey. 
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ZENITH Table Radios 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, lil. 


Models: Consoltone 5D810, Consoltone 
DeLuxe 5D811 and Dialspeaker 6D815 
Selling Features: Consoltone and Con- 
soltone DeLuxe a.c.-d.c. models 
equipped with 4-tubes plus rectifier; 
4-in. Alnico 5 PM speaker; broadcast 
band, 535-1620 kc; bass tone compen- 
sation; avc; large tuning controls; No. 
5D810 has recessed, gold finished dial 
face; modern ebony plastic cabinet. 





No. 5D811 has built-in Wavemagnet ; 
off-on indicator; walnut, ebony, an- 
tique ivory plastic cabinet; flexo-grip 
carrying handle; gold handle end plates 
and control trip. 





Dialspeaker model equipped with 
54 in. Alnico 5 PM speaker; built-in 
Wavemagnet; 5 tubes plus rectifier; 
a.c.-d.c.; shock-resistant walnut, ebony 
or antique ivory plastic shock-resist- 
ant cabinet; tuning indicator and con- 
trol knob trim in gold; Flexo-grip 
carrying handle. 

Electrical Merchandising, December 1, 
1948. 





ZENITH Record Player 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, 39, Ill. 
Device: Dual ope d Record Player. 
Selling Features: Twin Cobra _ tone 
arms operating separately for long- 
playing and standard discs; L-P arm 
exerts only 5 grams pressure; retract- 
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able-type filament modified for smaller 
grooving in L-P discs; manually con- 


trolled; Standard arm weighs 2/3 
ounce, operating with  silent-speed 
intermix record changer; 12-10 in. 


or 10-12 in. or combination or both 
sized records played automatically; 
Both arms operate radionically; dual 
speed turntable can be set at either 
33 1/3 or 78 rpm; Hand switch keyed 
in color to match green arms; entire 
unit powered by company designed and 
built motor; cobra arms available on 
10 Zenith radio-phono combinations. 
Electrical Merchandising, December 1, 
1948. 





EMERSON Portable Radio 


Emerson Radio & Phonograph Corp., 
111 8th Avenue, New York, N. Y. 


Model 568 portable radio. 


Selling Features: Three-way, 5 tubes; 
superheterodyne circuit with Fre 
features for long life operation on 
AC-DC or self-contained battery pack; 
large built-in loop antenna; maroon 
plastic cabinet of “Briefcase” design; 
integrated acoustic plastic basket- 
weave grille; 114 in. wide, 44 in. deep, 
10 in. high; uses one Eveready “A” 
and “B” Pack No. 753 or equivalent. 
Electrical Merchandising, December 1, 
1948. 
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WEBSTER-CHICAGO Record 
Changer 


Webster-Chicago Corp., 5610 Blooming- 
dale Ave., Chicago, 39, Ill. 


Models Nos. 246 and 
record changers. 
Selling Features: Dual speed, dual 
groove; automatic or manual play 
of standard or long play microgroove 
records at 78 or 331/3 rpm; Tilt-O- 
Matic tone arm; pick-up cartridge 
with Tandem Tip needle; switching 
arrangement brings regular needle or 
microground needle into play; ve- 
locity trip mechanism brings changer 
into cycle with lateral pressure of less 
than gram. Pickup arm moves to rest 
after last record with turntable re- 
volving until switched to neutral, 
which prevents dents or flat spots de- 
veloping on drive wheels; In addition 
to standard discs of both grooves, 
recordings cut inside-out or outside-in 
up to 12-in. size can be played 
manually. 

Electrical Merchandising, December 1, 
1948. 
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BUY ONE For DEMONSTRATION 
SELL DOZENS 


Order a Gem Dandy Electric Churn and one 3 gallon jar today. 

Display it in your window or near the entrance to your store. 

Gem Dandy Electric Churn makes a motion display when jar is filled 
about 4/5th full of water and material we send you free is put in 
water. 

This display will sell dozens of Gem Dandy Electric Churns for you. 

Use the convenient coupon below and order a Gem Dandy Electric 
Churn today! Gem Dandy Electric Churn is heavily advertised in 
FARM JOURNAL, THE PROGRESSIVE FARMER, CAPPER’S FARMER, 

SOUTHERN AGRICULTURIST and other leading farm publications. 













ONLY $1414 COMPLETE 


Every electrified farm needs a Gem Dandy Electric Churn. 
It takes all the drudgery out of churning butter. Your farm 
customers buy on sight. Long life, slow-speed motor... 
adjustable, aluminum shaft and dasher . . . sanitary—easy 
to clean. May be used with owner's crock or with Gem 
Dandy Duraglas Churn Jar, sold separately. List price: 
3-gal. $2.75, 5-gal. $3.50. 


Deluxe Model retail price without jar $19.95. 








ALABAMA MANUFACTURING COMPANY, 
Dept. A-97, Birmingham 3, Ala. 


Gentlemen: Enclosed is check for $14.14. Please have your nearest distribu- 
tor (or distributor named below) ship one deluxe Gem Dandy Electric Churn 
and one 3-gal. Gem Dandy Duraglas Churn Jar. Mail us Free a set of 
motion display material. 


EA rn ree 
Address... Baiisy ech eae a eke 


My distributor is: 


DELUXE MODEL Dealer's Cost $12.49 
STANDARD MODEL Dealer’s Cost $11.02 


Name Rite a eeauan 


All prices slightly higher Address. ... — Ee ee eee ee 


west of the Rockies. 
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MR. DAYTON PUMP 


MERCHANDISER! 


Dayton offers a complete 
line of shallow and deep 
well systems, including 
jet type pumps. New 
models in some types 
will be available soon. 


Dayton also manufac- 
tures a wide range of 
domestic water soften- 
ers in capacities from 
30,000 to 90,000 grains, 





Much of the success we have had this year 
at Dayton Pump is due to you. We want 
wholeheartedly to thank you for this splen- 
did help—to assure you that 1949 will 
find us with bigger and better means to 
make your job easier. Prominent among 
these will be the availability of new models 
together with an aggressive, up-to-the- 
minute advertising and merchandising 
program—to help you promote them. 


Thanks again and the season’s greetings 
to you and yours. 





Y 
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THE DAYTON PUMP & MFG. CO., DAYTON, OHIO 
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RCA Table Radio 


RCA Victor Div., Radio Corp. of America 
Camden, N. J. 

Device: Model 8-X-54. 

Sellmg Features: Plastic cabinet ma- 
roon finish, or antique or kitchen 
white; single control knob on cabinet 
side has on-off and volume switches; 
easy tuning by revolving plastic dial 
mounted on face of cabinet; 4 tubes 
1 rectifier; golden throat tone system; 
7 in. high, 10? in. wide, 5{ in. deep; 
built-in antenna; a.v.c 

Electrical Merchandising, December 1, 
1948. 





SPARTON Table Radio 


The Sparks-Withington Co., Radio & 
Appliance Div., Jackson, Mich. 


Vodel: 121 table FM-AM radio 


Selling Features: Compact cabinet, 
mahogany veneers, ebonized tront trim, 
mtrasting metalized grill; built-in 


intenna for AM; internal power- 
ntenna for FM; modern slide- 


rule illuminated dial wit new-type 
station indicator for precision tuning 
Electrical Mi mdising, December 1, 
1948 








ZENITH L-P Record Adapter 


Zenith Radio Corp., 6001 W. Dickens 
Ave., Chicago, Ill. 
Device: Long playing record adapter. 
Selling Features: Attaches to most 
Zenith FM-AM combinations by sim- 
ple plug-in arrangement; unit includes 
light weight Cobra Tone arm; turn- 
table, motor, special guard to protect 
tone arm when not in use; housed in 
Black Stag case; retractable-type fila- 
ment modified by smaller grooving for 
L-P discs; plays over 5000 times, not 
effected by extremes in temperature 
and humidity; controlled by standard 
on-off switch; available for 1948 chair- 
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side combinations Sheraton, Holly 
wood, Chippendale. Classic, Regent, 
Georgian and Hepplewhite consoles. 


I:lectrical Merchandisu December 1, 





WEBSTER-CHICAGO Wire Recorder 


Webster-Chicago Corp., 5610 Blooming- 
dale Ave., Chicago, 39, lil. 
Device: All purpose “Electronic 

Memory” wire recorder Model 80. 
Selling Features: Hand-type crystal 
microphone; 3 spools of recording 
wire; permanent recording or can be 
erased; playback through  self-con- 
tained amplifier and speaker or 
through radio or p.a. system; continu 
ous recordings up to an hour; repro 
duces sound as recorded: portable in 
leatherette covered case: a.c. current 
Electrical Merchandising, December 1, 
1948. 





G-E L-P Record Player 


General Electric Co. Electronics Park, 
Syracuse, N. Y. 


Li Long playing microgroove 
record player, 

Selling Ieatures: D ed to plug 
into phonograph jacl if mpany 
radio-phono combinations, Models 118, 
119, or can be installed ther units; 
Necessa to install amplifier in 
phonographs not having one; plays 10 
and 12-in. records; ff switch at 
front of cabinet ; automatically switches 
from this unit to standard player in 
radio-phono combination to which it 
‘s attached; rosewood plastic cabinet. 
Electrical Merchandising, December 1, 
1948 


TAYBERN Television Duplicator 


Taybern Equipment Co., Inc., 

120 Greenwich Street, New York, N. Y. 
Device: Television Duplicator No 
1110. 

Selling Features: 1-100 units may be 
attached to conventional television 
set; easy installation requiring only a 
plug-in adapter and use of audio and 
shielded video cable; automatically re- 
produces picture from master set on 
63 sq. in. screen; additional units do 
not affect picture or sound; on-off 
volume and contrast control: No. 
1110-H has additional control for se- 
lection of channels; blond, mahogany 
and walnut cabinets; 16x20x193; 
stabilized synchronization and com- 
plete audio circuits; 10 tubes, 2 recti- 
fiers; 115 volts, 60 cycles. 

Electrical Merchandising, December 1, 

1948. 
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New Infra-Red Cooker 


Makes Debut In Chicago 


The Dorby Co., Chicago, Ill. has 
oducing a new infra-red cooker, 
ding to a recent announcement. 
he device features a novel method of 
king through direct heating of the 
od rather than by contact with the 
nsil. The unit utilizes the principle 
cooking by light with rays from 

» 500-watt infra-red lamps over and 

ider the food. It is said that this 

ethod prepares the food top and bot- 

m uniformly, preventing burning or 

ching by eliminating contact with 

e heated metal pan or heated air. 

he company claims savings of 30-60 
ercent in time and elimination of heat 
ind cooking odors without loss of 
taste, quality or texture of the foods 
ooked. Pyrex and other heat resistant 
lear glass dishes are used for broil- 
ng, frying or baking. It is possible to 

ok in cellophane which does away 
with the washing of pots and pans. 

Cooking time for the various foods 
is: hamburgers, two to four minutes; 
steaks, one and a half to six minutes, 
according to thickness; chicken in 

arts 10 to 12 minutes; chops and cut- 
lets, three to eight minutes; bacon, 
one and a half to three minutes; roasts, 
10 to 14 minutes; eggs, one and a half 
to three minutes; raw or frozen vege- 
tables, four to six minutes; biscuits, 
pies, and cakes, home made or frozen, 
six to 12 minutes. 

Herman Dorfman is the inventor of 
the new cooker while Samuel N. 
Becker heads the Dorby Co., manu- 
facturers of the unit 


Dexter Buys Full Control 
Of Appliance Mfg. Co. 


The Dexter Co., Fairfield, Iowa, 
recently purchased the entire Nash- 
Kelvinator interest and holdings of the 
\ppliance Mfg. Co., Alliance, Ohio, 
according to an announcement by Tom 
B. Hunt, president, Dexter Co. Ex- 
clusive manufacturers of home wash- 
ing machines since 1894, Dexter will 
ontinue to operate Appliance as a 
holly owned subsidiary as well as 
manutacture, at Alliance, the “Duch 


ess” line of home washers and othe 
rivate brand machines. It was also 
announced that distribution will con 
inue through the same inne ‘ 
ade The purchase price was not 
disclosed. 


When Nash-Kelvinator decided to 
produce a washer in 1936, Dexter Co. 
was asked to do the manufacturin g. 
The plant in Appliance was opened 
and called the Appliance Mfg. Co., 
the stock ownership being divided on 
a 50-50 basis between Dexter and 
Nash-Kelvinator. After the discon- 
tinuance of the washer distribution by 
Nasf-Kelvinator in 1941, the Alliance 
plant continued the manufacture of the 
private label “Duchess” model with 
Vern Dunn as president and Fred Mc- 
Grath as vice-president in charge of 
sales. 


Hotpoint Announces 
New Washer For 1949 


A new, fully automatic washer in 
the medium priced field will be put on 
the market early in 1949, according to 
announcement by Leonard C. Trues- 
dell, vice president of marketing of 
Hotpoint, Inc. 


Gray baR 


25 5 et oOo 


APPLIANCE DEPARTMENT 






HOW 70 TURN GIFT BUYERS 
INTO MAJOR CUSTOMERS / 





spaces ll Ss + ones penton are tomor- 


+ 


‘OW * e . pl for ma | jor 
nces. That’ . “why the ‘busy 
Christmas shopping season atteres 
you a ) eraes sper Canes to 


“uid 


itiiil a + i Vi VOu! ma Ji 


10n 


"Bach time you sell a toaster, a 
clock, an electric blanket or other 
becbvagisets ees 





if Pi rte a “eash-and-carry purchase 
explain that you want to keep him 
or her posted on bargain buys and 
other news. 


ree sete Pe eka 


He can (1) provide 
you with mailing pieces prepared by 
leading electrical manufacturers ; 
(2) help you prepare effective 
direct-mail material of your own; 
(3) schedule your mailings for 
greatest timeliness and all-round 
selling efficiency. 

Dealers who buy appliances and 
radios from Graybar can get 





—along with America's fastest- 
selling, most profitable lines. 














FOR MORE SALES, MAIL COUPON! 


Appliance Department 
Graybar Electric Company, Inc 
Graybar Building, New York 17, New York 


Please have your local Appliance Specialist show me how | can 
develop more business from my prospect list. 
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Address — 





City Zone  — 
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Stock Control 
Can Be Simple 






made to sell 





CONTINUED FROM PAGE 54qqmmmen 


the number of each item in stock, 
Check the card balance against the 
physical count at inventory time and 
adjust the cards to agree with this 
count, also the book records. Bear in 
mind that stock control does not take 
the place of a physical inventory nor 
does it show dollar value. It is pri- 
marily used to show the sales mov: 
ment of each item in units. To com- 
pile an inventory figure for monthly 
profit and loss statements, take the 
unit balance on each card, multiply 
by the cost per unit, and add up these 
totals on all cards. A monthly profit 
and loss statement is another essential 
to profitable management, but the 
dealer cannot arrive at a dependable 
profit figure unless he knows something 
about his inventory. Taking a physical 
inventory monthly is a big job, hence, 
dealers often omit the monthly profit 
and loss statement at considerable fi- 
nancial hazard. A stock control sys- 
tem will provide a satisfactory inven- 
tory figure if the cards are checked 
with a physical count semi-annually. 


with Chromel 


Perpetual Inventory 


Some dealers confuse stock control 
with perpetual inventory. Perpetual in- 
ventory is taken in dollars and cents 
and enables the dealer to determine the 
current value of his stock on hand 
at any time by means of a running 
balance. It is too involved for most 
dealers. On the other hand, stock 
control tells the dealer how many units 
of each item he has on hand at any 
time so that he will not run short or 
comfortable convenience with safety and longlife | overload on the item. It need not 
cites... tonite te dati Coe show dollar value. Moreover, it in- 
dicates the turn on each item, the fast 
sellers, the stickers, the profit or loss 
original nickel-chromium resistor wire ... the wire per item, which are not divulged by 
the mass turnover computation. A 
dealer may say he has a turn or two, 
for nearly 40 years, it's been the wire three or more, meaning he turns his 


the original nickel-chromium 







heating element wire 


Big “plug” for electrical heating appliances! Clean 






heating element wire. CHROMEL, you know is the 
that first made electrical heating practical. And, 


preferred by most appliance manufacturers entire stock so many times a year, and 
although the mass turn may be sat- 


isfactory, it will not disclose whether 
that, when they're made with CHROMEL, they're made an individual item is turning above 
or below normal. 


who have learned from experience 


to sell . . . and stay sold . . . to satisfied customers. Bes 
rhe stock control card shown pro- 


vides a compact, detailed record over 
a long period of time, three years, 
making it easy to compare stock data 
year to year. The face of the card is 
a numerical graph recording the move- 
ment of stock, month-to-month, in 
units, not dollars. Start with the 
inventory of the item, add purchases 
for the month, deduct monthly. sales 
to get the starting stock for the next 
month. For example, stock inventory 
; on a certain item in January may 
total eleven units, purchases, six 
units, January sales may be three units, 
then starting stock in February will 
be fourteen units, and so on. Transfer 
sales from sales slips or sales book to 





HOSKINS MANUFACTURING COMPANY 


4445 LAWTON AVE. . DETROIT 8, MICHIGAN 


: | cards daily, weekly. or monthly. A 

IN THESE slanting mark (/) suffices for re- 
PRODUCTS r cording a sale. Record five sales by a 
You ——— horizontal line through four diagonals. 


Preliminary markings may be made 
in pencil. Erase at the end of each 
month and ink in numerical total. 
| File cards alphabetically, according to 


SELL 
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e item. Min. and max. stand for 
imum and maximum stock to be 
ried. If these extremes are set 
in item, based on past experience— Photo of original Plan Book 
= | you can get this experience only announcing Morton's postwar 
means of stock control—the dealer merchandising program. 
JOCK, n tell at a glance whether stock 
the within bounds. When stock ap- 
and yaches minimum, re-order, when at 
this iximum, stop ordering or speed up 
ir in les with better sales promotion. 
take lf penciled markings are kept small 
nor this card, one square, which is 4 
pri- n. wide on a 6x8 in. card, will take 
love re of many entries and provide a 
com- uick concentrate of stock at any time. 
ithly \djust the headings to suit require- 
the ents. At the end of the year total 
tiply les under column “Total”. Total 
these e items received under the proper | 
roht lumn. To get the turn per item, | 
ntial ke inventory at the end of the year | 
the 1 enter in lower half of last space on | 
dable ne “Stock”. This gives thirteen 
thing onthly inventories for year. Total 
sical ese figures and divide by thirteen to 
ence, t the average yearly carry. If this 
proht verage is 12 and sales are forty-eight 
le fi- nits, the turn for the item is four. 
Sys- (he back of the card may be used | 
iven to record additional information of 
ecked value, such as the date ordered, unit 
ually. rice, date received, selling price, re- | 
irks, etc. This gives the dealer some ‘i 
of the margin made on each item. A / D l 4 
yntrol lhe markdowns may be shown also. pp LANCE ca ers Say. 
al in- 
cents Cards on Stock Bins 


ie the er ; ee 3 9 
tee On small items, parts or supplies 
and . ; 
hse for repairs, some dealers put stock | 
a mntrol cards upon storage bins or e 
Us 











sail stock shelves to keep maximum and 
c <5 . : 
aie minimum quantity requirements in 
sharp eye focus. As stock is with- : i i 
t any 1. “ef in pre hari ae on : : In June, 1945, Morton unwrapped a surprise package for appliance dealers . . . its 
irawn, - aer “tS : ibe . . ® s : 
% or f units. As stock is replaced, he name was Profits. While other lines were promoting costly installations of complete 
not 4 ‘ ° ° ° 
i he dds the replacement figures to the custom-built kitchens, Morton looked ahead and prepared its dealers for the bigger 
e fast il = rand. The balance on bin volume market—the vast majority of homemakers whose budgets require them to 
sae irds should be checked weekly or d -—" : 
os ° or ~* = > , , 
a te ionthly with actual merchandise in modernize Dy easy ong ; 
H the bins and any discrepancies noted Morton, therefore, built its program around these essential elements .. . 
n : “ 
nae ind adjusted on the master cards in i 
* two, “4 P . ‘ , , ™ 
-_ Gle. Out-ol-stock items cause many | * Unexcelled modern styling, to make buy ers out of look 
ago lost sales and much lost time on jobs. ers...a line in which every unit is designed to function 
ory Bin stock cards minimize “outs” and individually, as well as in Work Center groupings and 
‘ prevent excessive ti- -api i . 
iether nee Seene. Soy of capital in | complete kitchens. 
ured over-stocks”, 
abt . . 
Solves Riddles @ A compact line which can be ee for fast peered 
ro- pr : on a small inventory ...a money-maker, not a problem- 
so Why, how and where did I lose k pe J P 
ove 1 999 ens . . > 
years the money ¢ Why didn’t I make maker. 
ytals, mor —_ 2, aa ~ . . . 
gra ore money than this?” Perplexed | @ A Work Center principle of kitchen arrangement, adapt- 
ard j dealers often ask these things when bl kitch £ ‘ d sh h sects 
é s . . : 2 « J y —_ 
roast reviewing their profit and loss state- able to kitchens of every size and shape—the principle 
. te ments. In many cases, the riddles endorsed by home economics authorities for work-sav- 
% re cannot be solved because the loss- ing efficiency. 
Bm leaks are hidden and cannot be ear- ; 
c pod marked watll. the desler instelis « @ A UNIT SALE Plan, by which the homemaker can build 
al systematic method of recording pur- toward her ideal kitchen by purchasing one or more 
: chases and stock movement. Unless : i j 
entory i» « han — e . units at a time, 
' may stock control is used, it is necessary to | 
le eI canes “ : ’ : T..2 
a depend upon physical inventory to de- | Today, dealers say: “You were right!” Experience has shown that the Unit Sale 
ar termine profit or loss; ar ecause | —— : : : 
units, ee ee ee and because market is the volume market. To modernize by easy stages is to Mortonize. Ask 
a physical inventory takes so much time, So ; : 
y a most dealers let it go until the end of your distributor. 
ale ad the year. Then it is too late to 
- ‘ effect economies. The losses have 
y- ¢ ome and gone. Moreover, an over- 
gl ll count does not reveal many things a 
s A ® that the dealer should know in order to 
aie run his business properly. You can’t 
Par vuy right or sell right without some 
bey form of stock control and if you don’t 
otal. fine oot : : ’ 
lag to uy right or sell right, you won't MORTON MANUFACTURING COMPANY 
earn maximum profits. End General Offices: 5125 W. Lake Street ° Chicago 44, Illinois 
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Outstanding 
reezer Yalue 


MORE FEATURES - BIG SAVINGS 
... WITH HARDER-FREEZ 


Big 12 cu. ft 
Harder-Freez Chest 


A SIZE AND TYPE TO MEET YOUR NEEDS 


f -_ When you get your home freezer make it a big, 
hws dependable HARDER-Freez—get all latest fea- 
t tures at amazing low price! 


Compare HARDER-Freez with any freezer on 
Che the market! Talk to owners—ask about savings 


Holds over 4 $ on food, time, and shopping trips; about better 
eating and better living. 
= = | Remember, HARDER-Freez is made by Tyler— 


makers of welded-steel commercial refrigera- 

tors, with many years’ experience in food refrig- 
a eration. That's why HARDER-Freez can give you 
so much more for so much less! 


- ONLY HARDER-FREEZ GIVES YOU ALL THESE FEATURES: 

e Amazingly Low Cost e Exclusive Center Plate Coil e 
| Hermetically Sealed Compressor e Self-Balancing Safety 

l Lid e Pressure-Lock Hardware e Adjustable Dividers— 

Handy Freez-Basket « Ice Cube Trays* e Temperature 

Indicator « Warning Signal e Recessed Base e 5 Year 

Warranty Plan e Food Insurance Plan* 


an 
: TYLER FIXTURE CORPORATION, Dept.€™-12 Niles, Mich 
¢ Push data on HARDER-Freez 
SEE YouR DEALER OR > wane ~ 
MAIL CouPon ToDay * 
¢ ADDRESS — 
° CITY STATE — 


profit possibilities, competitive price. Full line. 
urer. TYLER FIXTURE CORP., Dept. EM-12 NILES, MICHIGAN 


Write today—HARDER-Freez dealerships available 
D & L ia « . in some territories. HARDER-Freez offers unusual 


Experienced ma 
I 
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How to Advertise on the Radio 











City in the small tow 





1 you have a 
Va thy smaller possie audi nce, so 
you Il want to choose the kind oO! 
mus that will appeal to the most 
peopl alk it over with the com 
mercial wager or program director 
of your tation He knows, trom 
listener vey requests and mail 
response it kind of music appeals 
Ost to t ‘ al ulience you re alter. 
Yes, people always have liked good 
music, and it in be good hoedown or 
Ilbilly just as it can be good classical 
music, u pick a program with 
popular appeal, broadcast it at a time 
when you have at least a possibility 
0 attracting n Ludience ol house 
wives, write onest, straightiorward 


copy and have t spoken Dy 


i friendly 

innouncer — you're 

; 1 good advertising 
spot 11 you stay with it 

here are any number of tricks you 

b | 


in work into a little show of this 


Kind to help make it pay ol Play 
one request number a day for the 
gal who writes in the best letter about 
a piece of your merchandise; or play 

ppy birthday for somebody and give 
er a little giit; or play a mystery tune 
each day and give a prize for the first 
etter to name it correctly. The pos- 
and with 
little imagination 
deliver a_ re- 
sponsive audience and give you a real 


dollars and 


sibilities are almost endless, 
+1 ] 


n ( 


p of a very 


) 
recorded music can 

ents return on a simple, 
low-cost program. 


Transcription Programs 


Let’s talk just for a second about 
transcription programs, since they 
come next on our list. It’s a little 
dificult to try to set down general 
rules about buying and using trans- 
cribed shows. You can buy mysteries, 
sOap operas, romantic dramas, comedy 
programs, name bands, etc., etc. There 
are all kinds. 

Try to figure out just what you 
want to accomplish with your radio 
advertising and then pick the kind of 
program that fits in. 

I can illustrate best by 
A credit jewelry store in a town of 
30,000 in the Northwest had built a 
great volume of business. It is one of 
those amazingly succesful stores you 
sometimes find in small western towns 
} 


example. 


where the store has 


than the 


become bigger 
itself would ordi- 
narily support, and draws customers 
from mile 


town by 


This store used 
advertising in all media— 
newspaper, radio, outdoor and direct 
mail. I feel 


Ss around 


aggressive 


justified in using it as an 
basement 
was devoted entirely to the electrical 
appliance department. 

Sut there came a time 
owner decided he 
‘prestige”’ 
he had 


credit. 


example here because the 


when the 
wanted and needed 
advertising. So far 
advertised 


some 
merchandise and 
Now he thought it was about 
told his community that he 
had been around an awfully long time 
—had grown up with the town and 
done a considerable service in helping 
it prosper. 

In short, he 
advertising that 


| 
time he 


wanted to do 
would 


some 
establish his 
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store as a valuable contributor to the 
community—instead of using it solely 
for high-powered credit selling. 

He isa good merchant 
man and he 


ind a good 
figut ed® out 
answer. lhe answer was a 


advertising 
a good 
transcribed program on the local radio 
station. Believe it or not, it was a 
children’s 
put on the 


produc 


program. He bought and 


air a series of beautifully 


dramatizations of James 
stories. The pro- 
done, in fact, that 
1e store was successful in arranging 
through the 


fenimore Cooper 


gyrams were so well 
to pro! ote the series 
schools. 
Listening was recommended in many 
it was actually 
work. ‘The store 
gave the series some good newspaper 
ulvertising support and a good bit of 


publicity came 


classes and in some 


assign d as home 


along. The com 
; 
mercials were restrained, dignified and 
strictly prestige copy. 
Well, 
that it was re] 


last episode 


that series was so popular 


eated as soon as the 


had been broadcast The 
store established its name solidly and 
with a good deal of impact as a pillar 
of the community, and it didn’t hurt 
down, dollar-a-week selling 
store’s 


I wanted this success to 


how you that using a_ transcribed 
program will pay off best when you 
give some thought to your own parti- 
g problem, try to select 
the program that has a good chance 
to fit the problem, and then try to 
figure out angle for giving it 
clever exploitation and promotion, It’s 
well worth the time and extra effort, 
and the staff men at your station will 
help in every way they can. 

Can a certain type of transcribed 
program be recommended for appliance 
dealers? That's hardly possible, but 
you can say that you can pick the 
kind of program to fit the audience 
and the community. In a farming 
country, for instance, you could find 
a good transcribed show that would 
appeal to both the housewives in town 
and the farm gals. Perhaps a cook- 
ing and home-economics program 
would fit this type of market. It would 
probably be a good idea to give the 
little local flavor by using 
weather or farm-market news. 


cular advertisi1 


some 


show a 


Network Co-op Programs 


Chances are you already know what 
a network cooperative program is be- 
cause a salesman from your local sta- 
tion has probably tried to sell you 
one. It is a highly succesful program 
form, both for the local sponsor and 
for the networks. 

In case you’ve never been told about 
the network cooperative, it is simply 
a program which is broadcast over the 
network, with time allowances made 
during the program for the local an- 
nouncer to chime in with your com- 
mercial message. As a result the 
store can tie its name and its 
con mercial 


local 
sales message to a pro- 
gram of national prestige and audience 
building power. The talent cost is 
prorated over the network, so an ad- 
vertiser in a small community, or even 
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large one, pays only a small fraction 
the total talent cost. 
‘o-op programs, as they’re called, 
proved themselves to be sure 
lience builders and sound advertis- 
> devices in all kinds and sizes of 
rkets and for every type of adver- 
r. The co-op show is such a sound 
1, in fact, that any appliance dealer 
ntemplating the purchase of time 
his local station, should certainly 
ike sure he finds out all he can about 
| available co-op programs, before 
makes his final decision on what 
he'll make of radio. 


Mutual's Co-op Shows 


Co-op programs are for sale by the 


tions of all four networks. Mutual 
ffers some 19 or 20 separate shows 
a co-op basis and the roster in- 


ludes, or has included, such well 


nown shows and personalities as In- 
rmation Please, Kate Smith Speaks 
nd Superman. Possibly the best 


known Mutual co-op around the 


i 

untry is Fulton Lewis, Jr., whose 
udience in communities of all sizes 
s pretty sure to be large and loyal. An 
ippliance dealer in Sacramento, Calif., 
says that sponsoring Lewis gives him 
rect customer response and sales 
from the start. 


A G-E dealer in a Kentucky town 
has sponsored Lewis for four years 
and claims direct sales as well as good 
will and prestige from the program 

Since Fulton Lewis, Jr., is a good 
example of a co-op that can pay off 
for local appliance dealers, let’s take 
quick look at the program. It is 
15-minute news commentary, broad- 


cast five times weekly. Monday 
through Friday at 7 to 7:15 P.M., 
eastern standard time. The talent 


charge which an advertiser pays for 
Mr. Lewis is based on 40 percent of 
the local station’s evening hour net- 
work rate. On small stations the 
talent cost goes down to as little as 
$7.50 a week. The advertiser gets 
65 seconds at the opening of the pro- 
gram for his first commercial mes- 
sage after Lewis has introduced him- 
self. He also gets 30 seconds in the 
middle of the show and 75 seconds at 
the end. 

American Broadcasting Co., which 
really developed the whole co-op idea, 
has around 15 programs for sale to 
local sponsors. All together these 
programs now have somewhere be- 
tween 700 and 800 separate local 
sponsors. About 25 of these are ap- 
liance dealers, that is exclusively 
appliance dealers. Many of the other 
sponsors, such as department stores, 
hardware and furniture stores include 
appliances in their commercials. 


ABC’s Co-ops 


ABC’s co-op prices are based on a 
percentage of the station’s local rate, 
and famous-name programs, such as 
Baukhage, can actually be purchased 
in small markets for a talent charge 
as low as five dollars a week. Since 
Baukhage is on the air five times a 
week, that’s one dollar per broad- 
cast. How else could you buy that 
kind of talent on a smaller station for 
so little? 

There’s another advantage in using 
a co-op program for your local adver- 
tising tool: The network helps you 
promote your program. If you pur- 


chased ABC’s “America’s Town 
Meeting of the Air,” for example, the 
network would help you promote and 
publicize the show by furnishing glossy 
pictures of the star, publicity releases, 
newspaper ads and mats, suggestions 
for dealer letters and customer letters, 
window cards, etc. 

One of ABC’s notably successful 
news commentators who is sold on a 
co-op basis is Martin Agronsky. This 
program has scored success for a large 
appliance dealer in Pittsburgh. 


NBC & CBS Shows 


NBC lists six co-op programs for 
sale. One of them, Bob Ripley’s “Be- 
lieve It or Not,” was broadcast in 
Reno for a heating and air condition- 
ing dealer. The dealer said that the 
program, over a period of 13 weeks, 
gave him an average of 14 new-cus- 
tomer contacts a day, which he thought 
was a remarkable response, and I 
agree. 

Like NBC, CBS offers six network 
programs for sale to local sponsors on 
a co-op basis, including “It Pays to 
be Ignorant” and several of Colum- 
bia’s beautifully edited news broad- 
casts. 

It’s advisable to investigate all of 
the co-ops available in your city before 
vou make a definite choice on using 
radio, 

rhe last program category is news, 
and what can you say about it? Music 
and news form the foundation of all 
programming. Pick a good news spot 
and you’re sure of an audience—a con- 
sistent audience. It’s good to remem- 
ber that the most important news to 
your listeners is news that concerns 
them, so if your station has facilities 
for gathering local news it’s always 
better if you can pick a program that 
includes home-town news along with 
what’s happening on the other side 
of the nation or the world. 

Maybe we can sum it all up in a 
few basic suggestions: 

1. Analyze your own advertising problem and 
try to select the radio method that has 
the best chance to solve it. 

2. Write honest, simple, friendly copy that 
talks to an individual, with his interest 
in mind. 

3. Stay with it long enough to give it a real 
chance to prove itself. 


Work carefully with those three 
and it’s a better-than-even bet that 
radio will make money for you, as it 
has for a good many others. End 


JAR Conorriow NOW! 
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“BUT IN MAY WE'LL BE TOO BUSY!” 
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Bring them in 


WITH 

















Expres? 








to let your neighborhood 
know you handle AMERICAN EXPRESS 


MONEY ORDERS. 


Millions of people want them. Recent sur- 
veys show that, once inside your store, three 
out of four customers buy additional items 
on sight! Seeing makes them buy—but 
MONEY ORDERS BRING THEM IN. 


% Now is the time to install a sub-agency 


for American Express Money Orders. For 


particulars write or phone: 


AMERICAN EXPRESS 


Money Orders 


F. A. FASSIG, Mgr. Money Order Div. 


65 Broadway 





Whitehall 4-2000 


MONEY ORDERS 


You need more customers 
to sell more goods—and 


the way to bring them in is 


New York 6, N. Y. 











yes..1ts here! 


Electric Percolator 
— 


— 





FINEST IN 
THE POPULAR 
PRICE RANGE* 


Retail... $10.95 


WET SD — @ 
Electrcc 


FLAVO-PERR 


Again West Bend is first with the fimest in coffee makers. This 
brand new, beautifully-designed appliance is set to make new 
profits and greater sales volume for you right now. Never 
have so many fine features been available in an electric perco- 
lator of this price range — features such as the double wall 


pump which starts percolation in less than a minute. . . grace- 


ful easy-pouring spout .. . sturdy completely-enclosed heating 


unit ... molded plastic legs. . 


. recessed appliance socket... 


gleaming extra-thick aluminum. 


It’s a beauty throughout. 


Unit and cord approved by Underwriters’ Laboratories. 


*Pours Easlly 7 
* Starts to Perk 
ta less than 
a minute 


* 





Let us send you the 







name of your West 


Bend distributor today. 
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APPLIANCES 




















“1D DEMONSTRATE IT, BUT WE HAVEN’T GOT A WALL SOCKET.” 














Any Old Refrigerators 





CONTINUED 
icceptance of this type to those which 
ire at least operative. The high per- 


centage of open type units which are 
beyond repair has compelled him to 
scale down his price to 75 percent of 


he Blue Book value. 


Sales Are No Problem 


Sell ng tnose boxes that he recon- 
litions is, for the moment, the least of 
Hantober’s worries. With his present 


staff he is 


only turning out about four 
i day, and these are snapped up from 
the factory floor by consumers. So 
lar, very lew boxes have been resold 
to dealers, but it is likely that mer- 
‘hants will again form the bulk of his 
ustomers. Those boxes that he sells 
today go for sums ranging from $49.50 


for a monitor top of any year to $110 
recent hermetic unit. For 
Hantober & Co. 

much more interested in getting the 
ndustry and dealers ready for the 
deluge than in selling those 
receives. 

In six months Hantober ex- 
pects his unit volume to rise to 450 or 
even 600 a month. When that happens 
department stores and dealers will pro- 
vide outlets for his refurbished units, 
ie believes. 

And when trade- 
he dealers, 
re udy. 

‘The manufacturers don’t realize 
that this trade-in business is going to 


for a fairly 


the present, however, 


rade 


in 
hos it 


woxes it 


or so 


ins do start to flood 
Hantober plans to be 


come fast and furious,” he says. “I 
believe that the saturation point is 
getting very close and I predict that 


1949 will be a big trade-in year, bigger 
than any pre-war year. According to 
Dan Packard of Kelvinator there are 
12,500,000 refrigerators that 
» replaced. It will probably take 
about five years to replace all of them— 
which means that manufacturers can 
have five years of high-level prosperity 
if they will go after the replacement 
market.” 
Plenty of 
even today, 


about 
must be 


dealers are taking trades 
says Hantober, but he de- 
clares that it is being conducted with- 
out f and without advertising. 
that the trend 
to open trading is becoming apparent 


infare 


He obset ves, however, 
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and cites as an example a Philadelph 
department store, Lit Bros., 
October 1 began to advertis« 
trade-in .allowance 
frigerator.” The old 
¢o to Hantober. 
Edward Darrow, 


which o 
i “liberal 
old re 
of course 


on your 


boxes, 


merchandise man 
ager for Lit Bros., is frank to admit 
the reasons for the store’s action. “We 


began accepting old washers when ws 
could supply all 
new “And we realize 
now that we can sell customers 
refrigerator whenever they want 
We feel that we are the hump as 
far as supplies are concerned and we 
want to be able to give customers the 
same opportunity to trade in their old 
refrigerators as they find in the 
smaller stores.” 

As time reveals more and more need 
for a stimulation of the desire to buy, 
more and more department stores and 
independent dealers will, it is safe to 
say, Lit’s lead. But, as Hanto 
ber “Dealers and department 
stores throughout the country are not 
equipped to handle trade-ins by them 
selves. They must have a place where 
they can unload them. When a dealer 
makes a trade under our system he 
knows exactly how much he can allow 
for the box and exactly how much he 
is going to get back. I would say that 
only about one half of one percent of 
U.S S. dealers know what to do with a 
trade-in or are equipped to handle it.” 


our customers wit! 


ones,” he says. 
a new 
one 
over 


can 


follow 
says, 


A National Remedy 


He has, he declares, a solution to thi 
trade-in problem and he proposes to 


apply it on a national basis. “There 
must be a national system for handling 
trade-ins,” he says. “First, five recon 


ditioning plants of large size should be 
opened in strategic 
there must be 10 or 15 warehouses 
where dealers can take their trade-ins 
and dispose of them at prices specified 
in the Blue Book. Third, to take care 
of rural districts where there are 
neither plants nor warehouses, a truck 
pick up service must 

Rural dealers will simply 
mail a postcard to a 
every time they take 


cities. Second, 


be operated 

fill out 
central 
a trade.” 


and 
office 


1948—ELECTRICAL MERCHANDISING 











le contends that probably 50 percent 
the used boxes will have to be 


j yped and, to keep them from be- y | SOMETHING HOT 
ng a total loss, he proposes the HERE 7 
blishing of at least two scrap yards 
pped to salvage the metal. He ad- 18,14°4 SALES 
; that there are technical difficulties FOR roe) BD) =-WEA 
the way of success. For example, 
has yet to discover an economical 
to remove the wooden frames and 
ulation from the steel skins of the 
elicts. The most obvious difficulty, 
t of raising the money to finance his 
ystem, bothers him not at 
He expects the Blue Book to pay 


tionwide s 


+ 
ll. 


Blue Book Gold Mine 


p until 1942 the Blue Book was 
directly to dealers as well as 
h manufacturers and distribu- 
In 1949 it will be sold, if Han- 

big dream is to materialize, only 


Pika 


ough manufacturers, who will resell 
to their distributors and, through 


Se 
>< 
‘ 

ce 
. a 











Nub of the plan consists of enlisting é 
cooperatiol 1 a majority of the mt ‘4 
— rerato icturers to sub es 
e to the book tor a three-year . % 
od. With the money from esti i " 
ted sales of 30,000 copies at some s c. 
bet ere around $3.50 a copy, Hantober J Si 
1 re pects to make a start on his pro- ‘ < ‘ 
a : res 
He lays down only one hard and fast <p“ 4 
mat ile for success in the venture. “All + ed 
idmit ilers who wish to use the service,” J ho: 
“We says, “will have to sign contracts ee 
give us all their trade-ins, not just ’ ¥. 
N emon We ist get the good . ww 
I ilong t the bad ones if we » had 
ne ng to make a go of it. Every a. She 
o1 of the Blue Book will contain a 
Pp of such a contract.” 
d we Ordinarily quiet-spoken, Hantober 
the ts a little impatient as he discusses 
r old the current lack of interest in trade-ins 
th | repeats again and again that many 
é re be caught unpre 
ne re The t e ready, he de 
buy res, to sell i buyers’ market and 
s and reiterates that sound trade-in 
fe t licy is an essential to continuing 
into ‘ ‘oO 1eWw elrig I > 
ment No matter how small a dealer is 
e not e points out, “—even if he only takes 
hem n ten old refrigerators a year—that 
vhere means he has sold ten new ones. Multi- 
leale ly that by all the dealers and you can 
m he ee that consumers with old boxes 
allow must be encouraged to get rid of them e » | ett 1 
hh “he are hy new mols Mark | gg @ @QFIer’s new Home Humidifier 
that my words, 1950 will be the year when 
nt of ill manufacturers will really have to 
‘ith < plug to sell refrigerators. The buying oe as > 
e it.” lemand won't be there and it will have Keep your sales up when the thermometer drops. stiff competition as with other appliances. The Carrier 
to be created by intelligent and alert Sell the new, efficient Carrier Home Humidifier for Home Humidifier is in a class by itself. Supplies 
exploitation of trade-ins.” End winter comfort. exactly the right amount of moisture automatically. 
wah — Every home or apartment in your community is Takes no more room than a small end table. Light 
~~ %, a prospect for this fast-moving—and profitable—comfort enough to move around. Handsome two-tone walnut 
7 ) S| conditioner. Proper humidity keeps nasal and throat finish. And here’s a feature that really sells: The retail 
econ membranes from drying out, reducing chance of price is only $69.50. Your discount is substantial. 
Id be infection. Protects valuable furniture and books. This completely new Carrier Home Humidifier is 
— The Carrier Home Humidifier is just as easy to backed by the leader in air conditioning—and hard- 
lentes install and operate as it is to sell. Simply fill with hitting promotion. Make sure of extra profits this 
cified water and plug in. winter. Write now for complete details. Carrier 
sane It’s an item you don’t have to sell against the same Corporation, Syracuse, New York. 
are 
trucl 
ited 
fr an 
offi 2 AIR CONDITIONING + REFRIGERATION + INDUSTRIAL HEATING 
JUST HOW MANY MORE RECORDS DOES IT 
PLAY?” 
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KitchenAid Dealers 


1 AACS 





The Biggest Christmas Promotion in Our 

History. Almost 10 MILLION copies of four 
onal magazines will carry 
Look 


wr half-pages in Ladies’ Home 


top-notch nat 
the KitchenAid Christmas message 
for big cok 
(Nov.), Better Homes & Gardens 
Bride’s Magazine ( Nov.), 


Journal 
(Dec. ) and 
Country Gentleman (Oct.), They'll be 
selling for YOU. 


For the Biggest Hits in the Parade. 
3 MIXERS, with the sweetest action, the most 
power, the same performance as built into 
the big Hobart bakery mixers, the most easily 
attached beaters, whips and attachments. EXTRA 
ATTACHMENTS, for chores like chopping foods, 
freezing ice cream, or polishing the Christmas 
COFFEE MILLS, for fresher 
fuller-flavored coffee from now on. 


silver 







Build a KitchenAid 
Display. Shoppers can’t ignore 
aroma of fragrant, freshly-ground 
the KitchenAid Coffee Mill hopper 


the rich 





coffee. Fill 
with whole bean coffee—then flip the switch 
to compel attention (the selector gives any 
desired grind). Show ‘em that coffee flavor is just 


like aroma—best the inst 


is broken. Then— it’s only 


int the bean < 


i step to ae sy 
. ) 


ry « 
¢ s * 


ind the ‘ 


he) 5 


KatchenA 


THE FINEST MADE @iuui 


preoouct 


a mixer demonstration 


most lucrative sales in the field. 


MERRY CHRISTMAS! 





Christmas problem of your own? 


KitchenAid’s good enough for your better 
customers—why not for the love of your life? 
She's going to see those ads, too. She’s interested 
in finer meals and richer coffee with a minimum 


of effort, isn’t she? And don’t you think she'll 





thank you for the finest-in-the-field? Yes, 
sir—it will be a Merry Christmas! 












oo 

















PATTON BROTHERS BUILDING is an asset to the neighborhood in attrac- 


tiveness as well as in service 
up-to-date in every respect. 


Built in 1938, the building is completely 


First on the Video Fringe 





street. In no time an estimated crowd 
of 4UU people thronged outside and 
two police cars were sent up to clear 
the street. Lhe next night the crowd 
gathered early in an ettort to obtain 
good positions and in the resulting up- 
heaval one plate glass window was 
smashed, Aiter that the brothers con- 
ducted demonstrations ior small groups 
in the rear of the store. 

Most of the first sets were sold to 
taverns. Putting television in public 
places was a good means of introducing 
it to a large number of people in a 
hurry, and there was little sales resist- 
Local tavern business had fallen 
off a lot aiter the lush war years, and 
the tavern owners were looking for 
some “‘sure-shot”’ business getter. Tele- 
vision was the answer. ‘One call was 
usually sufficient to sell a set,” states 
Charles. “We knew that a set would 
increase a man’s business, and it wasn’t 
too difficult to convince him of it. We 
can cite many examples of almost un- 
believable increases in business follow- 
ing one of our installations, One res- 
taurant reported a doubled volume the 
first day, and it hasn’t slacked off yet.” 
With every installation in a_ public 
place the firm provides a special black- 
board so that the owner can list com- 
ing attractions. Each board has an in- 
scription stating that the set was in- 
stalled by Patton Brothers. Many in- 
stallations, of course, were made in 
private homes. 


ance, 


They've Learned Plenty 


After approximately a year and a 
half experience Patton Brothers has 
pretty well smoothed out the worst of 
its problems, and more important it has 
established that television is possible 
and practical for the iringe dealer. 
he brothers have learned, though, 
that they can’t attempt to install sets 
on the same cost basis as the dealers 
in a big city. In fact the entire picture, 
for the fringe dealer, boils down to the 
question of installation cost and serv- 
ice. The fringe dealer, they have found, 
can sell only the best equipment (Pat- 
ton Brothers handle General Electric), 
and he must expect installation to run 
high. 





A recent experience of the firm will 
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A tele- 
vision set was installed in a home at a 
total cost to the customer (plus state 
sales tax) of $715. The set itself listed 
at $550.00 including lens and booster. 
The antenna listed at $55.00. This 
totaled 605.00, leaving the firm $110.00 
to cover cost of the mast and its erec- 
tion, installation cost and a year’s serv- 
ice and guarantee costs. Here is how 
it worked out: Materials for a 45-foot 
mast cost the firm $63.00. 48 man- 
hours to erect the mast (at $1.25 per 
hour) added another $60.00. That left 
the firm a “profit” of minus $13.00, 
and there was nothing to cover the 
year’s service and the set guarantee. 

If they had figured it from a cost 
point of then added their 
profit it would have worked out: 


.. $410.00 
37.00 


serve as an excellent example. 


view, and 


Cost of set (to the firm) 
Cost of antenna Sees 
Cost of material for mast (cable, 
hardware, pipe, welding, fittings 
and lead in) 


63.00 


Cost of 48 man-hours at $1.25...... 60.00 
Cost of service and guarantee on set 

and tubes for one year.......... 85.00 

Total —— 


A 25 per cent markup from $655.00 
would give the cost-to-customer figure 
of $873.00. In other words the firm 
should have charged $873.00 instead of 
$715.00 to install a set listing at 
$550.00. 

The big difference between this in- 
stallation and one near to the broad- 
casting stations lies in the antenna and 
its cost of erection, the brothers ex- 
plain. A city installation would have 
required only a $12.00 antenna without 
any mast, and one or two men could 
have installed it. The fringe dealer 
must use expensive antenna with high- 
est signal gain, and he must have a 
crew of men to erect an expensive mast 
to get the antenna up high enough. 

But the picture isn’t all dark for the 
brothers even though introducing tele- 
vision to their area has meant a lot of 
work and not much profit as yet. They 
have the satisfaction of having tri- 
umphed in another “first”, and they 
have established themselves as “tele- 
vision headquarters” for their com- 
munity. End 
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serv- 
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110.00 
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63.00 
60.00 
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555.00 
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h. 
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BY RESERVING extra window space and 
placing their neon sign strategically, the 
Teruya brothers of Honolulu made their 
store look much more impressive. 


Double Windows for 
Half the Rent 


W HEN Jack and Thomas Teruya 
of the Kaimuki district of Hono- 
lulu, T. H., expanded their radio serv- 
ice work to include the retail selling of 
radio and electrical appliances, under 
the firm name of the Kaimuki Radio 
Co., they constructed their own build- 
ing to house their store, designing it 
carefully to offer the maximum of dis- 
play and convenience, while at the 
same time bringing in the largest pos- 
sible amount of auxiliary income in 
rentals. 

The store itself actually occupies 
only a relatively small space at the 
right of the building. The restaurant 
which took over the main portion of 
the ground floor at the left had little 
use for window space, however, and 
the brothers were able to reserve a 
shallow area with a large window 
coverage directly adjacent to the en- 
trance of their own shop for display 
of appliances. The effect from the out- 
side is of a very much larger selling 
space than that actually available. By 
centering the store’s neon sign halfway 
between this window and that of the 
shop itself, this effect is enhanced. 


Delivery Area 


In addition to the restricted selling 
space, which is, however, adequate for 
the display of sample appliances of the 
lines carried, there is an adequate shop 
area in a separate one-story building 
in the rear, entered across a paved 
area way which is convenient for de- 
liveries from both store and repair de- 
partment. 

Both brothers are active in selling, 
taking turns at field work. They do 
some home demonstrating of radios 
and have found it effective to leave the 
set for a day or two in the home, 
particularly in cases where younger 
members of the family are the insti- 
gators of the sale, with the parents, 
who must pay for the purchase, not 
completely convinced. They have ar- 
ranged with the bank to carry some 
portion of their paper, but occasionally 
will handle an account themselves, 
especially in cases where they are con- 
vinced that credit is good, but where 
there is some difficulty in meeting the 
exact terms of the bank’s requirements. 

End 
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__ HEATERS 


a 






Palmaire 
pays the freight 
to any state”’ 





BEAT 
MEET YOUR 
COMPETITION 


YOU CAN MAKE MORE MONEY selling the 





Palmaire quality line of automatic gas heat- 


ers. Palmaire heaters are the only completely 





_ die formed unit heaters on the market, orna- 
SUSPENDED UNIT HEATER 


mental enough for the finest ladies ready-to- 


wear shop, efficient enough for the most 


critical plant manager. 


© AGA APPROVED 
@ FULLY AUTOMATIC 

@ ABSOLUTELY SAFE 

@ WHISPER QUIET 

© GOOD LOOKING, MODERN 
@ EASILY INSTALLED 

e ECONOMICAL 

e EASY TO SELL 





FORCED AIR FURNACE 


Mail Coupon Now for sales literature and 
details on generous cooperative adver- 
tising program. Palmaire pays up to 50% 
of space and radio time. 





HUMIDIFIER 





MFG. CORP., Phoenix, Ariz., Dept. M-14 


We are Distributors Dealers 
Please send sales details on Palmaire heaters. j 





J_Address 


pee Cit — 


V)--cccnccencccscssccomececcccncoscd i Baccoccost a Decceccces 
— oe a sews Zt Sette A 
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Keep a Pet Plumber 





1. The plumber should be paid a 
flat price for making the installation, 
enough to make it a profitable deal to 
him. 

2. The plumber should also get 10 
percent of the sales price set aside as a 
He is the last man to 
see the customer, and he the one 
gets the call-back on service. The 
R. Cooper, Jr. experience has been 
that 28 percent of calls are 
educational, and the plumber is going 
to catch this difficulty. Therefore, it 
takes more than a flat charge to cover 
possible contingencies. 

Putting its hat, FELEcTRICAI 
MERCHANDISING next went to call on 


service reserve. 
is 


who 


service 


on 


a plumber who had worked out a deal 
electrical dealer. Inasmuch 


with an 

as this situation is inchoate, as nebu- 
lous as cigarette smoke, and hasn't 
formed into any set pattern, it was 


felt that even an operation that failed 
could give valuable information. 


Why Plumbers Pick Appliances 


William B. Park looks out on the 
world from 348 Green Bay Road, 
Winnetka. \ an old time 
plumbing in addition to 


his own license, he has gone 


son of 
contractor, 


getting 





through learned to sail a 
boat, and become an expert on 
Bill Park is one 
of the new generation, or merchandis- 
ing plumbers, which the industry sees 


I 


university, 


minature railways. 


springing up 


| ‘What is attracting the plumber to 


appliances is the high profit ratio to 
| 


the short labor deal,” he says. 
“On a $600 bathroom we'll make 
takes from three to 


jabout $200. It 
or da s for two men to install it. On 
a G-E sink and disposal, we will again 
get around $600 and make approxi- 
mately $200 profit. Our men are only 
tied up for one day. Another thing 
that gripes the plumber is the low 
profit mark-up. A manufacturer of 
bathroom fixtures quotes list prices 
to customers who visit his showroom. 


They are usually 25 percent on. The 
plumber can’t get by on this. He 
should have 35 or 40. The result is 
the plumber is in a sandwich. He's 


and a high sell- 
of thing won't 
and in normal 
along. 


up against low prices 
ing This sort 
support advertising 
times he barely gets 

“When my father was alive our 
house didn’t stock any merchandise. 
We bought it as we needed it. When 
Crane Co. took on the G-E sinks, they 
offered us a franchise. We turned a 
fishy eye toward the proposition. 
People called up and asked us to in- 
stall sinks which they had purchased. 
We didn’t want to install if we didn’t 
sell, so after about eight months we 
took on the franchise. We started 
carrying a stock of one type of sink. 

“lll give you an example. A 
woman called up and asked what we 
wanted to install a sink. I told her 
$65. She replied that the Marshall 
Field plumber wanted $135 for the 
job. She asked what she should do. 
I suggested she tell the Marshall Field 
plumber that he was too high priced. 

“Not long ago I joined the Lions 


cost. 
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Club. I met an electrical appliar 
dealer there who was having troul 
getting the piped appliances he si 
installed. We made a deal. It w 


this: 
“1. Fifty percent 


a piped-in appliance was to go 


of the profit 


the guy who got the sale. Fil 
percent went to the man who <¢ 
the installing. 

2. If either the dealer or I ori 


nate the sale and do the installing, 


we keep our own profit. 


‘This was satisfactory from 
compensation standpoint. Unfortu 
tely, there arose the sai situati 
that causes a lot of repair shops 
bypass warranty work for manufac- 
turer The customer hadn't be 
satisfactorily demonstrated to, and h 
ot been taught how to use her aj 
pliance. We began to get calls 


come out and explain to women W 
there were spots on dishes. 
not 
to 
Chere is 


“Secondly, we were supplie | 


needed make 
telligent installation. 
reason why the salesman cannot mea 


nformation we 


ure up the place and give us dime 


sions, the pipes nearby and the locatio 


f the nearest toilet. We found we 
were having to go out and make 
survey, having to install, having 
demonstrate and having to troub] 
shoot. There were cases in which w : 
were actually called upon to send 
man out to see a prospect whe 
order was unsigned. 

It's a Different Setup 

“There was another reason why 
broke off the arrangement which 
won't go into here. Suffice to say, t 
ippliance dealer found a fellow in 
Chicago who offered to do the installa 
tion for $50. There was no measuring 
up, no follow-up, no trouble shooting 
He put the jobs in and ran. With us, 

part of the community, we were 
under the necessity of giving satisfa 
tion on the things we installed and 

ul to do this call-back stuff. 

“This is a proposition that can 
made to work where both plumber 
and dealer are responsible. I would 
suggest to any electrical dealer mak 
ing such a setup that he pay a plumber 
what he has coming to him as promptly 


and as scrupulously as he pays his 
own salesmen their commissions. 


If 
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SEEMS CIKE ALL FAMILIES WANT 
fit <3 
ae) Fi 
Fi - 2 re) re) 
‘) 

Se GMmiton 
or TRADE MAR K————___.. 
ling “WE KNOW YOU SHAVE, STINKY!” 
m ikes it a good thing for the APPLIANCES 
yrtu mber. he becomes a good customer 
uat 1 the plumber will play ball with 
Pp ctly.” 
nufa Bill Park advanced two other propo- 
. that ie thought would work 
id | th plumbers. One is the little 
Tr aj umbing installer, a little Joe sort 
ll ellow who has no buying power 
1W nd lives off his work alone. A dealer 

n make a bargain with this type of 
ippl plumber to put in nk, at, say $85 
ke % } I py. Nobody is going to get 

] on installatio work alone, and 
mea here is how one dealer is sweetening 
lime the picture for his plumber in a satis- 
cat ctory way In fact he gives the 
nd we Little Joe the benefit of his buying 
1ake ower. Occasionally Little Joe, the 
ing 1 lumber, picks up a deal of his own, 
a nd per agreement he is entitled to And it’s not surprising! These appliances have brought 
mets , ty an electric appliance from the | gatisfaction to millions of homes since the first ones were made 


send lealer at dealer cost. This gives Joe more than a quarter-century ago. They are Family Favorites 
en t tl les profit and makes him a bird at Christmas—and throughout the year! 

wy “ar tens "P| (1) POP-UP TOASTER - Completely automatic—handsome de- 
a> sign. Makes toast to your taste with “light”, “medium” and 
him a bonus. This proposition “dark” settings. It’s a beauty! 


hy w may be spread out more widel 


ee quite a bit and in effect 


1 





Ve 
atl ‘ ; = 43 | ee ee (2) GRID-A-BOUT - For grilling snacks, toasted sandwiches, 
lich \ second proposition that has been : . see - - 
2 : , Atego or, reverse grids easily and it’s an automatic waffle iron, 
iv, t vorked out DY Bill Park isa deal with Very popular! 
low in folks who buy an appliance wholesale. i 
nstall On Chicago’s North Shore, which is (3) WAFFLE IRON - A dependable, attractive waffle baker 
wsurit ery silk stocking. there is a lot of this | that is a breakfast table favorite. Always in demand! 
aes i PEP F (4) CORN POPPER - A boon to pop corn lovers! No stirring 
vith us, One day Bill Park got a call from | or shaking. Heat-proof glass top. Good also for warming 
e were 1 bank president who said he had a | soups, ete. 
itis! nk sitting over in his garage and . ’ , . po 
al ee ald mo eeeleg me ij (5) HAND IRON - Streamlined, speedy, with hand-fitting 
what would he charge to install it. handle—a pleasure to use, a joy to own. Very efficient. Full 
I y 
ae For Wholesale Buyers temperature control. 
ee F ; , * 
plumbet Of course he didn’t admit he had 
[ would bought it wholesale but wanted to See these and other popular Dominion Appliances at Booths 
+r mal know what would be a proper charge. 220-222, National Housewares Show, Navy Pier, Chicago, 
“ie > a a . <4 ee Illinois, January 13-20, 1949. 
plumb« Bill told him that his outfit would put 
romptl ( it in for $75 if they had sold him the * 
a his sink d charge $150 where the ' 4 ; , 
_ f nk, but would charge $15 huden-iy ey Available through reputable distributors across the nation. 
ons. If didn’t sell. He suggested that he make a 
. * Py . ee ee Ue. Ur. OU. OU. OD. OD Oe Oe Oe Oe. Oe Ue Oe. Oe. UD. UD UD ee 
. deal with the plumber to install the | F 


ink for 20 percent of the sale price. 
This was done and both plumber and 
customer were satisfied with the propo- 
sition 


DOMINION ELECTRIC CORPORATION 
MANSFIELD 1, OHIO 


Gentlemen: Please send me additional information on selling 
your appliances in this area. 


o 4 


>» 


In a world where barriers are 
tumbling away, where all sorts of fac- . 
: Dealer’s name 


+ 


tors affect competition, it is very 
lifficult to work out a universal propo- 
ition. 


y 
\ 
) 
¥ Nevertheless, Bill Park echoes Bob 
Hendrickson’s adage, at R. Cooper, 





Street address 





City and State 








Jr., to “get hold of a pet plumber and 
make it worth his while to play ball 
with you.” 
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i . It’s bad policy for plumber and 
ealer to fight before the customer 
ver who does the job of installation. 
lherefore, this angle should be settled 

/V in advance of doing business. End 
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ADJUSTO-AIR — Provides Increased 
Circulation of air for your customers 
and Greater Profits for YOU. Features 
a Patented Adjustable Tilting De- 
flecto that makes it possible to direct 
and concentrate the air wherever 
needed. 


WASHED-AIR COOL-CIRCLE-ATOR 
Means Year ‘Round Sales. It washes 
and circulates the fresh clean air in 
summer and humidifies the dry 
parched air in winter. Can also be used 
as a Deodorizer. There is a market for 
this unit wherever clean, fresh air is 
desired—Homes, Offices, Doctors’ 
Waiting Rooms, Hospitals, etc. 





EXECUTIVE TABLE-AIR — The 
answer to those who are seeking the 
“Tops” in style and performance. Its 
beauty of design and finish, plus its 
increased volume of Air Circulation 
will win instant approval of business 
men and home owners 





HANDI-TABLE—A versatile unit, 
combining the convenience and 
beauty of a modernistic occasional or 
end table with the Comfort-Produc 
ing efficiency of KISCO CIRCUL- 
AIR. Double Value and Double Pro- 
fits for YOT 


EE THESE AND OTHER Prot 
Building, Comfort-Giving units 
inthe KISCO '49 “BOUQUET OIF 
PROFITS” at the forthcoming 
National Housewares Show in 





Chicago, January 13 to 20, Display 284. You'll agree that they 
are the “Choicest Daisies in the Lot” and that KISCO is “The 


Profit Line for '49."’ 





* CIRCULAIR 


The ~ Successor ta the “Fan 


Reg. No. 395746 


KISCO COMPANY, 


3732 CHOUTEAU 


Inc. 
ST. LOUIS 10, MO. 
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SERVICE IS A MUST in serving the rural market, says Coombes. 
store provides adequate space for repairing all appliances and radios (above). 
Service manager Bob Mabbs is using some of the new test equipment. Coombes’ 
is designated a G-E service depot. 





His remodeled 


Dressing Up for the Farmers 





urnaces, electric hay drying equip 

ment, barn ventilating fans, etc. 
There are other things the post-war 

rural 


if he 


farmer wants and which the 


ippliance dealer must supply 
As much 
is, Or more, than the urban dweller, 
the farmer realized during the war 
ow important appliance and radio 
service could be. And he’s particular 
ibout where he buys his post-war ap- 


wants to keep the business. 


pliances because he never wants to be 
in that spot again. The appliance and 
radio dealer in the rural shopping 
center has to be able to back up his 
sales with efficient and complete serv- 
ice or the farm customer will head for 
the big city stores. However, service 
had long been one of George Coombes’ 
strongest points, for he got into the 
business through the service door and 
he has never forgotten its importance. 
When he was planning this store for 
post-war selling, Coombes designated 
some of the new upstairs space that 
would give his service department 
enough room for the men and the 
equipment that would be needed to 
keep pace with his expanded selling 
activity. Coombes’ reputation for serv- 
ice work needed little boosting in the 
Frazer Valley, for he had already been 
selected as a “service depot” by Gen- 
eral Electric to handle G-E warranties 
for any G-E dealer in that area. 


Farmers Know Equipment 


There are many appliances the post- 
war farmer will buy, many more he 
can be sold, and in either case there 
will be a period of contact between 
the buyer and the dealer or a sales- 
bes feels that the dealers 
and the salesmen in the rural areas 
must bring themselves up-to-date in 
product knowledge because the farm 
customers are going to demand it. 
The rural family which once would 
take the word of a local dealer that 
“this will be a swell appliance for you. 
| don’t know much about it, but the 
jobber’s man told me that it was a 
honey”, now want to trade with sales- 


man Coom 
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] 


peop 1 


who know the appliance is good 
and who can explain in detail to any 
extent just how and why it is good 
The farmer always was a fussy buyer, 

person that was full of questions 
mostly technical. In addition to thi 


1 


nature, which hasn’t changed, is the 
education he’s received through mag- 
azine advertisements and manufactur- 
ers’ literature. If the appliance sales- 
men doesn’t keep on his toes he’ll find 
that many farm prospects know as 
much or more about the appliance, and 
that is a bad situation because it makes 
the customer lose faith in the sales 
person and the store. 


A Born Planner 


Remodeling his appliance store and 
putting into effect his ideas on the 
requirements of selling the post-war 
rural market took a lot of planning 
but that fitted right into the nature of 
George Coombes. He’s a man who 
figures a long way ahead, just a 
when he was a radio serviceman in 
Prince Albert, Saskatchewan, nearly 
He was planning 
then on his own business, but not un- 
til the right time and in the right 
place. When the time came he got into 
his car and headed westward, with no 
definite locale in mind. He left the 
Prairie Provinces, crossed the Cana- 
dian Rockies in Alberta, and was on 
his way down the Frazer Valley head- 
ing toward Vancouver when he stopped 
overnight in Chilliwak, liked it and 
settled down. His plans didn’t call for 
going into business right away, how 
ever. He took a job in a gas statior 
where he felt he could best meet the 
largest number of people. And whe 
he did know most of the townspeop|: 
and a large number of the farm peop! 
who came into town to shop, he set 
himself up as a radio repairman an’! 
went after the business of these peop! 
He’s ‘still going after it, and tl 
achievement of the new, modern appl 
ance store that he now owns is unlikel 
to be the last stop in his business plan 
ning En 


twenty years ago. 
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nent that resulted in damage 


illustration, in H dges v. At 


Gas Light Co., 42 S. EF (2d) 
{ was shown that a company sold 
a nstalled in a dwelling certain 


al and gas appliances. 


er, trom time to time the mpany’ 
7 . a ‘ 
vees l] 


contract, is 
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NG 


proves that the 
intended to cancel 
| ntract. 

For example, in White Appliance 
., Inc., vy. Clayton, 12 So. (2d) 230 
seller sold : 


tracting parties 


Ne OT ci 
( 


on the installment pay- 
Norge electric refrig 
rator, The purchaser 
tyment leavin 
7 monthly 


laser 


made a down 

ga balance payable in 

The 

mortgage on 

| gave the seller 

‘ promissory note for the balance due. 
Shortly afterward the note and chat- 

tel mortgage were sold to a credit or 

inance company. The purchaser paid 

the finance company in full but neg- 

‘ected to take up his note and mort- - 


gage. 


1 
installments. 
signed a chattel 
and 


pur- 


e refrigerator 


Later the te i 
tter the note was obtained by the 
origina] g 
ginal 


seller who sued the pur- | 
*haser. 
. In holding the purchaser not liable 
the higher court said that where suf. 
lent proof is given to prove that a 
purchaser had fully paid an account 
(Continued on next page) 
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I hie company’s employees ‘onnected 
furnace, including the thermo 
le, the rmostat, and other necessary 
irtenances and connections There 





were calle nm to make 
Justments on the furnace and 
essories \t no time since the 
I t 
¢ i Installe lad any me ex 
) ( mMipany employees done 
on it, nor made any adjust- 
| 1 € exploded and the p p 
i 
vner sued the company lor | 
1 j r 
y Phe lie urt held that 
ry could listen to the testimony 
ide whether ¢ “ite 
‘© whether the company “had 
Wied? Ot ‘the le lective con- 
le Turnace and its controls” 
, : 
\ it ( comt i 
. | the npany 1s 
1 fu es to the property 
Note is Void 
\ rding ! hig] 
mg to a recent higher court 
510n a note ther 
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_ ONE MORE REASON WHY 
arte LAS INSULATION 


IS “A SWELL FEATURE TO HAVE.. 
A SWELL FEATURE TO SELL” | 


This adverti i 
TIME Magazine, November ey emnay. a = 


“buyingest” families. 
greater acceptance for F 


n Oppears in 
al sue, going to more than 1,500,00 
. Ss part of a new series designed + 
iberglas Insulation &s @ selling feature in y 


0 of America’s 
© create even 
our appliances, 
















































The questions children will ask! And any 
parent will have to admit, they're often 
good ones. You can see what makes a 
refrigerator cold— motor, compressor, 
coils, But you can’t see what helps keep 
it cold—the Fiberglas® insulation. 

Makers use many varieties of motors, 
cooling systems and styles, but the brands 
of refrigerators that you know best have 
the same insulation — Fiberglas. 

When leading manufacturers agree on 
any one item, that is evidence of its 
superiority. Fiberglas has a combina- 
tion of qualities no other material has. 
This fluffy, resilient insulation does 
not settle, a fault which would leave 
uninsulated areas at the top of the 
refrigerator walls through which heat 


would penetrate. Then again, it does not 
pick up moisture and cannot rot, feed 
vermin or ome odorous. 

Of course, keeping heat out requires 
the same efficiency as keeping heat in. 
That is why leading manufacturers of 
ranges, water heaters and roasters in- 
sulate with Fiberglas, too. As a specific 
example, the effectiveness of Fiberglas 
insulation is demonstrated in the fact 
that one of the most prominent range 
manufacturers credits Fiberglas with 
holding in so much of the oven’s heat 
that 75 per cent of the work is done 
without current. For complete informa- 
tion, write to Owens-Corning Fiberglas 
Corporation, Dept. 50RP, Toledo 1, 
Ohio. Branch offices in principal cities. 

In Canada: Fiberglas Canada Ltd., Toronto, Ontario 


Corporation fora 


with glass fibers 





OWENS-CORNING 


FIBERGLAS 





The above regisieres | s¢0 maghe 


e © Fiberglas is the tr vk (Reg. U.S rs 
With permpiswen of phew respeciryy prep elel> of Seon Fe ah: 


of Owens.Corning Fiberglas Corporation for @ 





variety of products made of or with glass fibers 
> ~ Op i 
i | qt. q ™ 
ett Sy. ‘ 
ail —e So > 





FIBERS OF FINE GLASS 
ARE AGELESS, FLEXIBLE 


ees AS YARN coe AS WOOL AS maT AS FILTER —e AS DOWN 











Your customers know 
FIBERGLAS Insulation. 


Talk it up in your selling. 


nett 





*F iberglas is the trade-mark 
(Reg. U.S. Pat. Of.) of 
Owens Corning Fiberglas 


of products made of or 

































variety 
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CHAMPION 
LAMPS 


meet every requirement 


for 


ELECTRICAL 
MERCHANDISING 





Demand Items—Every customer and prospect 
in your locality uses Fluorescent Tubes and 
Incandescent Bulbs, and lots of them. 


Repeat Items—Lamps aren’t a “one-shot” item. 


< kK 


The replacement business is steady and sure. 


Champion Lamp _ performance holds the 


business for you. 


_~ 


Quality Itcems—CHAMPION has been making 


lamps for nearly fifty years. Champion manu- 





<< 


facturing resources and quality control are 


second to none. 


™~ 


Profit Items—Champion Lamps are easy to 





<I) 


handle and sell. No red tape, no restrictions 
or contracts. Production, sales and overhead 
costs are kept ata minimum. You can get maxi- 
maximum  discount—with 


mum volume at 


Champion Lamps. 


ASK YOUR WHOLESALER FOR CHAMPION LAMPS 


Lynn, 


Massachusetts 


ate ‘ 





PAGE 140 


























Fi 
| 
| 
yr ™“ “ a 
Have You Got a Case? 
CONTINUED FROM PAGE 139 
the note is void although it may be in ‘ts shown by the stipulation and tl 


the hands of an 

Sellers Beware 
Very frequently contractors sell and 

install electrical 


frigerating systems, on an installment 


innocent pers mn 


equipment, as fre 


payment plan and later are 
to learn that 
removed from a building if they are 
‘legal fixtures”. 

See Specie Bank v. Suke Higa, 133 
Pac. (2d) 487. Here it shown 
that a contractor installed a refrigera- 
tion system in a mortgaged building 
for a tenant. This installation was 
done by permission of the owner of 
the building and with the understand- 
ing that when the tenant’s lease ex- 
pired he could remove the refrigera- 
tion system. 

The seller overlooked the fact that 
a bank held a mortgage on the build- 
ing, and he did not obtain consent of 
the bank. The bank foreclosed its 
mortgage. 

The bank filed suit and the higher 
court issued an order to not remove 
the system, saying: 

‘We are satisfied 


surprised 


such systems cannot be 


was 


that under the 


evidence above set out, the refrigerat 
ing system, by the man 
it was affixed, became an integ 


] 


yf the re 
attached 
screws or otherwise, t 


following fashion: No part 
frigerator was physically 
nails, bolts, 

any part of the building excepting that 
a strip of molding was tacked to th 
ceiling and to the refrigerator, making 
a neat looking job inside the building 

In holding that the refrigerating 
system was not a legal fixture, and 
allowing the contractor to remove it, 
the court said: 

“It is apparent that the flimsy at- 
tachment of the refrigerator to the 
ceiling of the storeroom by means oi 
the molding cannot be considered a 
‘permanent’.”’. 

All sellers ‘should remember that 
either (1) a new purchaser of a build 
ing; or (2) one who holds a mort 


gage on a building; or (3) the own 
of the building may prevent a sell: 
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— i tenant or contractor trom removing 

electrical devices, equipment and 
tems which are permanently at- 
hed to the building, or attached in 


\ 1 manner that the building will be a’ 
naged by their removal. > 
f the lease contract contains a 
ise giving the lessee or contractor 
» right to remove all permanent Mi —_ 


” 


xtures”, the building owner himself 

nnot prevent the removal. But a 
’ W purchaser of the building or one 
holds a mortgage on the building 
not bound by such a clause in the 
use contract, and may prevent the 


nant or lessee from removing such 
anent fixtures 


Manufacturer is Liable 


Modern higher courts consistently 

that if a purchaser proves that 
| did not receive exactly what he 
ught, or that the seller breached a 
| guarantee, the seller is liable in full 





ages. 
For example, in Whittemore \ 
White, Inc., 73 N. E. (2d) 475, 

















vas shown that a manufacturer 
eezers published advertising circulars 
ee a dead : “ ’ 
vhich stated: “. he zero-freezing 
eals in all the goodness, keeps the 
id ist-picked flavo fruits and veg 
5° ibles, the tenderness and full flavo 
W ( neats and p yultry oO 
lp ng as six months to a yea 
\ prospective buyer told the manu 
Ts facturer’s representative that he needed 
-_ freezer in which to keep poultry 
stali nd meat. The representative ‘“as- 
im | ired” the prospective purchaser that 
ca } zero specified in the circular was 
led ample for his purposes, that the freezer 
ise, | ld the temps lown at 
ig ‘nat t int, and would therefore keep 
ea i a satisfactory manner. The 
naking ° 


purchased a 30 cu. ft. freezer 


freezer was connected to electric 





erating irrent by an electrician hired by the 
om purchaser. Shortly after it was con- 
ove it } ted 


cted the purchaser by telephone told 


4 Turn this acceptance to your advantage. 
the manufacturer’s agent that the tem- Sa es in wence : 7 
isy al . . . 




























perature would not go below twenty Tell your customers “It’s Bonderized!”’ 
to the legrees, that this temperature was not 
“or w enough to do a satisfactory job ... an effective feature to use when she Bonderizing under the paint protects and 
red ; for him. and that something mmnat he ' = , , ‘ 
we n, on that : ung er t 1 hesitates, a positive point to move her preserves fine finish by (1) anchoring 
é wrong le representative advisec ‘ : 
.. tha tae Ff the comnwed 6 tek caer be toward the order. paint to metal; (2) resisting corrosion: 
a burl yack, and pushed the dial counter- el ae ‘ 
ae ick, and pushed th lal counter zs (3) minimizing damage from accidental 
denon lockwise as far as he could, he would When you tell her, “It’s Bonderized” you ; of ge f 
OW! ok ane Gamatases © a menbdden bie ; dents and scratches, 
t 4 Tf l pel 1Tré ne ur< aset . . . 
- - ee bea The pu — assure her that the appliance will hold its 
. iowed these instructions, and ob- 
1ined near zero temperature, but to good looks—that the attractive paint finish 
| weep that temperature the machine will please her for years to come. 
5 1 practically all the time. About a F 
nth later the motor stopped, and the — : = . eo 
bet quail Tien, aumaiinene aaah tak Nationally-advertised Bonderizing is _ Booklet Todev! =a 
| spol he purchaser : Send for Booklet Today: 
inufacturer to recover damages. widely and favorably known to your cus- Gn ioe f 80n 
: : ; d d é 7 Te ° —. Dep 
[he manufacturer argued that the aa : et full selling information on Aan iting 
manutact r ar c I > , He . > > — “— ” 
aie attic ceca ak ee a a tomers and prospects. The red and silver Bonderizing as a merchandising | nt Sal 
° = - ‘i / . 7 ” . . . “a . b4 ~ + , 
ynjectural, and might have been due Bonderite seal is a familiar, reassuring aid. Send for your free copy. ee 
a variety of causes, such as the in- sign. 
\ terruption of the electric current, 
\ | iulty installation by the  purchas- 
\| er’s electrician, or failure to defrost. | J 
\| } Nevertheless the higher court held tial 
| e manufacturer liable, saying: 
| “According to the testimony, the de- 
| ’ - ’ nih 
\| dant (manuta¢ tur hd V ~— pre Bonderite, Parco, Parco Lubrite—Reg. U.S. Pat. Off. 
\| ent told the plaintiff (purchaser) 
that zero was ample for his purposes 
\ nd that the freezer would hold the 
\\) temperature down at that aoint PARKER RUST PROOF COMPANY 
peratur at that point... ; 
N th AE ORES Cpr eae. 2164 East Milwaukee Ave. 
Anere was a breach OI warranty at the Detroit 11, Michigan 
Itset, in that the plaintiff (pur- 
laser) did not receive what he| | ' 
ught. End. BONDERIZING Holds Paint to Metal. . . PARKERIZING Inhibits Rust . . . PARCO LUBRIZING Retards Wear on Friction Surfaces 
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NEW POSITIONS 





BEV-AUR Dealers Enyov 


General Electric Co. Telechron, Inc. 


W. D. Crelley has been appointed 
marketing manager, Telechron, Inc., 
Ashland, Mass., according to a recent 
announcement by A. F. Fisher, execu 
tive vice-president. The promotion is 
part of a reorganization of the sales 
department which is now three times 
its pre-war size. Mr. Crelley will be 
in complete charge of the entire sell 
ing, merchandising and advertising ac- 
tivities. He formerly was associated 
with General Electric X-Ray Corp. in 


A 4-to-I SALES ADVANTAGE 


I FARM and HOWE FREEZERS 








é Chicago, where he had been advertis 
18 m 9 _ ing manager, sales promotion man- 

2 " r cubic foot x cubic foot » > ager, and more recently, merchandis 

‘ ‘ ~ | ° ‘ eee! ing manager tor the marketing 





division. Under the new set-up, David 
A. L. ATKINSON Blair, Jr., becomes eastern sales man- 
ager and H. E. Blackburn, western 
sales manager. Mr. Blackburn an 
nounced the addition of D. E. Perry 


to the field sales organization. 











-_ 
- Hotpoint, Inc. 
——— fy —_—__A 
— A. H. Behnke has been elected vice- 
president in charge of materials, Hot- 
point, Inc., Chicago, Ill. James J. 
Nance, president, recently announced 
6 the election by the board of directors 
ee OS ee Mr. Behnke is the first company officer 
e to head the new department, created 
. during the past year 
. 
You turn prospects into customers faster with the BEN-HUR 
Freezer franchise! You can offer every prospect COMPLETE- W. H. DENNLER Emerson Radio & 
Phonograph Corp. 
LINE-CHOICE...a BEN-HUR freezer that matches exactly the 0 
th Iso las re read as ni 
ger suum cleaner division, Genera! 
need of any family in your community —with 6, 9, 12.5, and El Arve gg oe Age : mae ae 
mcement by H. L. Andrews, vice 
18 cubic foot cabinets that hold from 300 to 900 Ibs. of resident and general manager, appli 
ance and merchandise department. Mr 
frozen food \tkinson had been affiliated with G-E 
for 42 years during which time he has 
been draftsmar production engineer, 
Each of the FOUR popular BEN-HUR Models takes the lead in publicity man, advertising manager, 
vacuum cleaner sales manager, divi- 
modern styling, convenience features, food freezing and storage ion manager. He is a_ nationally 
iown personality in the vacuum 
efficiency —and operating economy. Table-top designs, greater eaner business 
Mr. Andrews announced that Wil 
capacity in less floor space, special safety hardware, counter- liam H. Dennler, assistant manager of 
the vacuum cleaner division, had been 
balanced covers, “slamless” locks, hermetically sealed insula- + ner sos or rg st reg aiiimnenis 
rie has been with the firm since J3 
\mong the departments he has worked a ss - 
tion, separate freezing compartments these and many other wie a ie . ompam sre auditing Edward Fishbein has been appointe 1 
off , mane ods ip og rat omen manager, Emerson Television Service 
features make BEN-HUR selling easier... And in the home olacement. Mr. Dennler also has been C°FP-, according to a recent statement 
assistas 2 the woneen! ors ‘ aacacion by Benjamin Abrams, president, Emer- 
they promise customer enthusiasm through longer years of Appliance & Merchandise Department 50" Radio & Phonograph Corp., New 
1s well as assistant manager of ap- York, N. Y. He had previously been 
food savings and better meals. altance sales in the Pacihe district co-operative advertising manager and 
M. Stuart Brecka has been named  SSistant sales promotion manager for 
npany appliance sales representa- the radio and phonograph corporation 
r -_ ote the Pacific district. according to David J. Hopkins has been named 
Oe | — 64 ; listrict manager. ap sales representative in California. He 


Help EVERY Family previously had been executive assistant 


| “Slash the High Cost of Kating’” cdi 2 Ed 


Sperti Faraday Inc. 
with o BEN-HUR Freezer... ‘ , 























if ’ riuet zl min } nD : ] . 
yo ey them all and you'll choose the COMPLETE Nationally : pes ai et "Cinci vss oo. International Harvester Co. 
dvertised BEN-HUR Freezer Line. Write for details and powerful ’ ’ 

Merchandising plans - + Spe araday Inc., Cincinnati, Ohio, Joseph E. Layton has been appointed 
B E N Pe H U R M F SG. Cc o. : ding to a recent announcement — general manager, refrigeration divi 

yy Lewis J. Stern, vice-president. Mr. sion, International Harvester Co., Chi 
Dept. EM, 634 East Keefe A , Milwaukee 12, Wisconsin Kruetzkamp will be in direct charge cago, Ill., according to a recent state- 
f all sales personnel in the home area, ment by John L. McCaffrey, president 
4 ll supervise activities of field Mr. Layton was formerly manager of 
BEN ersonnel in relation to products in manufacturing of the refrigerator divi 
luding nlamps, ultraviolet and ele sion, and now succeeds Eugene | 


lucts Schneider 
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Radio Corp. of America 


George L. Harrison, chairman of the 
yard, New York Life Insurance Co.. 
1as been elected a member of the board 
f directors, Radio Corp. of America, 
ack ording to a recent announcement by 
avid Sarnoff, president and chairman 
ff the board. The appointment of Mr 
Harrison fills the vacancy created by 
the retirement of Bertram Cutler in 
July as a director of the corporation 
He also has been elected to the boards 
of directors of RCA’s wholly-owned 
subsidiaries, National Broadcasting 
Co. and RCA Communications, Inc 


Midwest Mfg. Co. 


Arthur Bruninga has been named 
sales promotion manager in addition 
to his position as advertising manager, 
Midwest Mfg. Co., Galesburg, IIl., 
manufacturers of Kitchen-Kraift steel 
kitchens, it was recently announced 


Motor Products Corp. 


F. F. Duggan, general sales man- 
ager, Deepfreeze Division, Motor 
Products Corp., North Chicago, IIl., 
has announced the following appoint 
ments : 

Frank A. Mitchell has been named 
refrigerator sales manager with gen- 
eral responsibility for sales and pro 
motion of the Frostair Duplex refrig 
erator. He will be located in North 
Chicago and report directly to Mr 
Duggan 

Peter Lowcher will be refrigerator 
sales specialist with headquarters in 


North Chicago. He will assist in dis- 
tributor and dealer appointments as 
well as general sales work in the field. 

Charles FE. Nichols has been ap 
pointed refrigerator service manager, 
and will be located in North Chicago, 
reporting directly to S. J. Seibert, 
manager, product service department. 

All three men formerly held similar 
positions with the Frostair Co., whose 
refrigerator was recently purchased by 
Deepfreeze 


Bendix Home Appliances, Inc. 





VIRGIL C. RICE 


Virgil C. Rice has been advanced to 
director of manufacturing, Judson S. 
Sayre, president, Bendix Home Ap- 
pliances, Inc., South Bend, Ind., re 
cently announced. He succeeds Harry 
L. Spencer who has joined Borg- 
Warner Corp. in a similar capacity. 
Since 1943, Mr. Rice has been factory 
manager and assistant to the president 


























| 








“When it’s an Armstrong ... 


depend on it... it’s the best 


of its kind” 


Higher west of Rockies and Canado 


Feature it for Christmas. Put a portable Armstrong with one of the new 
eye-catching displays in your window and you're sure to make sales. 

It’s a real beauty, finished in chrome and white enamel. It’s compact— 
Elbow control leaves both 


A red light 
indicates when current is on. Non-slip rubber guard. AC current. Weighs 


motor is entirely enclosed in a 21-inch roll. 


hands free to guide clothes. Thermostatic heat control. 


30 pounds—easy to carry anywhere in the house for ironing, or to store 
in a closet. 


ARMSTRONG ELECTRIC 
HEATER No. 514 


Sells on sight. Weighs only 612 
pounds and has handle at back for 
carrying from place to place. Made 
of 24-gauge iron in walnut or white 
porcelain enamel finish. AC or 
DC, 1320 watts. 15” high, 14” wide, 
6" deep. Retails for $6.95 plus tax. 





GUARANTEED 








‘ p FOR 
Higher west of Rockies 5 YEARS 
ORDER FROM YOUR JOBBER OR SEND COUPON FOR LITERATURE 


ARMSTRONG PRODUCTS CORP., Dept. EM, Huntington 12, W. Va. 


-] Send Catalog. 
Interested in 


0 Ironers 


Lddress 


0 Heaters 
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OVEN TEMPERATURE REGULATION 


The Robertshaw Model C-1 shown here is a combination thermo- 
stat and selector switch. It automatically switches from “Preheat” 
to “Bake’’. 

For fast preheating of oven, dial is turned to “Broil” position 
first, then to the temperature setting desired. This turns ON both 
the lower baking and upper broiling elements. Both the “Bake” 
and “Broil” pilots turn ON. When oven reaches set temperature 
both pilots turn OFF, signalling that oven is at pre-heat tempera- 
ture and ready for food to be baked or roasted. The broiling ele- 
ment will automatically remain out of the circuit and the set 
oven temperature will be maintained by cycling of lower element 
only. For low temperature and slow 
pre-heat, dial is turned from OFF to 
desired temperature, thus throwing 
on the lower element only. 

Write for full information about 
this and other Robertshaw Thermo- 
stats for home appliances. 





Wiring Diagram No. R-2385-C — 
SLOW HEAT 1 Element 21 

Turn dial to any temperature. Ele 
ment <1 cycles at set temperature 
B Element 22—Turn dial to maxi 
’ temperature. Element 22 cy 

es at Maximum temperature. FAST [rrr es 
HEAT. Turn dial to maximum tem lL! e1 
perature then back to desired tem ge 
perature. When set temperature is 
reached, elements <1 and 22 are 
automatically disconnected and after 
that only element = is cycling at 
set temperature 











In home and industry EVERYTHING'S UNDER CONTROL 


Kohertshaw- 


CONTROLS 


ou 


COMPANY 





YOUNGWOOD, PENNSYLVANIA 


DISTRIBUTOR NEWS 














OW 


ROBERTSHAW THERMOSTAT DIVISION 


ALABAMA 


The Birmingham firm of R. P 
McDavid & Co. has two new vice 
presidents. J. W. Whatley has been 
named vice-president in charge of the 
appliance department; he has been 
associated with the firm since it was 
established 17 years ago. R. P. Mc 
David III is the new vice-president in 
charge of the RCA Victor radio and 
television department; he was asso 
ciated with the company for eight years 
before the war, and for the past three 
years has been secretary-treasurer of 
the Deep South Supply Co., another 
Birmingham distributor. The appoint 
ments were announced by Robert P 
McDavid, president 


COLORADO 


In the belief that proper service is 
becoming a more and more important 
adjunct to appliance sales, the Auto 
Equipment Co. of Denver is devoting 
a new building exclusively to service 
In addition, a home economist follows 
up each sale to make sure every user 
is familiar with the firm’s appliances 


FLORIDA 
Raymond | Andersen has been 
named assistant sales manager in 


charge of small appliances for Whole 
sale Appliances, Inc., 19 S. W. Sixth 
St., Miami, according to James B 
Koger, president 





|. H. Wade has been promoted to 
erchandise manager, Raybro Elec 
tric Supplies, Inc., Tampa, Jackson 
| Miami and St. Petersburg, ac- 


rding to T. A. Brown, the firm’s 
resident. Mr. Wade, who is a former 
ager of the company’s Jackson- 


branch office, will make his head- 
uarters at the home office in Tampa. 


LOUISIANA 
Milto Phillips, head of the Phillips 
] in New Orleans, announces 
his firm has opened its enlarged 
lant at S. Carrollton Ave. at the 


MASSACHUSETTS 


Edward E. Martin has been made 

issistant New England district mana- 

| ger of the Graybar Electric Co. with 

adquarters in Boston. Mr. Martin 

| was formerly with Graybar in Syra- 

| cuse and New York, and with the 

Western Electric Co. in Baltimore and 
Philadelphia. 

| 

} 


MICHIGAN 


Francis Drouillard has been added 
to the executive staff of the Midwest 
Appliance Distributing Co., Detroit, 

| as major appliance sales manager, ac- 


DECEMBER 1, 


cording to Harry A. Baynes, general 
sales manager 


NEW YORK 
The following staff changes have 
been made by R. T. A. Distributors, 
Inc., 36 Broadway, Albany: Charles 
Levine, formerly advertising and sales 
promotion manager, has been elected 
a vice-president of the company and 
appointed general merchandise mana- 
ger; Richard J. Fay, formerly in 
charge of the record department, has 
also been elected a vice-president and 
has been promoted to manager of the 
entire RCA Victor division; Roy W. 
Pennell, vice-president and manager 
of the major appliance division, will 
now devote his entire efforts to the 
sale of all major appliance lines 

handled by the company 


OHIO 





R. L. LAPPIN 


Robert L. Lappin has been appointed 
sales manager of Max Lappin Sales, 
manufacturers’ representative firm of 
715 Chalfonte PI., Cincinnati. The 
firm covers the states of Mississippi, 
Kentucky, Ohio, Indiana, West Vir- 
ginia, Tennessee and Pennsylvania 


OREGON 

The F. B. Connelly Co. of Oregon 
have moved into a new two-story 
building at 905 N. W. 12th Ave., Port 
land, one full block square. Offices 
and display rooms occupy 10.000 sq 
ft. on the main floor. Stock rooms, 
shipping, receiving and unloading plat- 
forms, and service parts departments 
are also all located on the main floor 


PENNSYLVANIA 

The first regularly scheduled after- 
noon television show for Philadelphia 
has been inaugurated by Peirce-Phelps, 
Philadelphia and Harrisburg dis 
tributors The hour-long program, 
“Homemakers’ Matinee,” is broadcast 
Monday through Friday, and features 
a half-hour telecast of “Cinderella 
Week-End,” (an audience participa- 
tion show), a 15-minute “Man on the 
Street” interview, and a quarter hour 
home demonstration of various appli 
ances and equipment. The program 
is intended for the edification of both 
dealers and consumers. 


WISCONSIN 


W. H. Roth, head of Roth Appli- 
ance Distributors, Inc., 647 W. Vir- 
ginia St., Milwaukee, announces the 
appointment of Andrew L. Nelson as 
sales manager for the firm. Mr. 
Nelson was formerly associated with 
the General Electric Co.’s Premier 
Division as district manager of the 
north central states area. 
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With the Home Economists 


By ANNA A. NOONE 








HOME EC STUDENTS from Simmons College watch Westinghouse’s Grace Deibig, 
(holding cover) demonstrate how to roast a Massachusetts turkey in an electric roaster. 


Appliance Exhibits Featured at 
Mass. State Home Ec Conference 


QO! ISTANDING feature of the 
Massachusetts State Home Eco 
nomics Fall Conference in Swampscott, 
October 8 and 9, was the large number 


bito1 S who 


tf electrical appliance exhi 
Emma Maurice Tighe president ol 
the \ssociation ind home service d 


ector of Boston Edison Co., was chair- 
1,;} 


its, and she reports that 
out of some fifty manufacturers ex- 
hibiting at the Conference, twenty- 
hree were in the electrical field. 
“Exhibitors came from far and 
wide,’ she said, “and were represented 
by such prominent figures as Madge 
Dilts, Hoover ; Dorothy Clure, Elec- 
tromaster; Marguerite Pressnell, En- 
terprise Aluminum; Grace Deibig of 
Westinghouse; Ruth Poulsen, home 





FREEZERS ARE POPULAR—and Adelaide 
Fellows, Philco’s home economics director, 
is on hand to explain the features of Philco’s 
upright. With her are Alice Easton, H. A. 
Johnson Co., and Christine Tisdale, J. H. 
Burke & Co., Philco Boston distributor. 


ELECTRICAL 


MERCHANDISING—DECEMBER 1 


economist for Kelvinator and Bendix ; 
Alice Tirrell, New England home 
economist for Frigidaire. Eleanor 
Donelan and Alice Wood were there 
to represent Hotpoint; Adelaide Fel- 
lows, home economics director of 
Philco, with Edith West and Christine 
Tisdale, New England representatives 
of Philco and J. H. Burke, Boston dis 
tributor. Lever Bros. was represented 
by its home economics director, Flor 
ence Packman: Dorothy Bixby, the 
new home economist. for “All,” was 
also on the scene. Among the men 
present were Frank Tipton, New Eng- 
land representative of Sunbeam; Al 
Sorrel, General Mills; and Mr. Dick- 
son of Hamilton Beach. Other com- 
panies with exhibits included Waring 
Products.Corp., Ironrite Ironer Co 


” 





EXHIBIT CHAIRMAN —Emma Maurice 
Tighe, (center) justly proud of the success 
of her exhibit program, with Mrs. Margot 
Smith Pierce, Ladies Home Journal (left) 
one of the speakers; and Dorothy Crandall, 
Garland School, Boston, program chairman. 


, 1948 





AN INTERESTED AUDIENCE learns the technique of ironing a shirt by watching 
Mrs. Catherin O’Brien, New England director of home laundry equipment for lronrite 


numbered cards handed out to dele- 
The Boston Edison Co., and National gates as they registered. 
Pressure Cooker Co. 


General Electric Lamp Dept. Boston; 
Treasures 
covered by the numbers were not re- 
vealed until the final luncheon, which 
vas dedicated to the exhibitors. 


To stimulate interest in the exhibits, 
a Treasure Hunt was staged with 





ALLIED HOME ECONOMISTS in a practical demonstration of Apex Fold-A-Matic 
ironer in the Allied display room, include Dorothy E. Johnson, who heads up Allied’s home 
economists, Dories Banks and Ruth Carlson of the Apex factory. 


Boston Distributor Ties 
Home Economics To Sales Promotion 
Dorothy E. Johnson,” he continued, 


6 Bus home economics division and 

the sales promotion division work “train the dealer’s demonstrators. And 
hand-in-hand in a well organized pro we insist that the purchaser of 
gram of dealer education at Allied dishwashers and automatic 
Appliance Co., Boston distributor for 


ironers, 
washers have full and complete demon- 
home. 
Where the dealer has no full time 
thorough sales training, and complete home demonstrator, we encourage him 


Apex home appliances. stration in the  purchaser’s 


Two cardinal selling principles: 
product demonstration are drummed 
into Allied’s dealers. 

“We are definitely committed to the 
belief that a dealer sells the product he 


knows most about,” says R. S. Cron, 


to have a part-time demonstrator sub- 
ject to call. We train these parttime 
cdleemonstrator :. too.” 

Mr. Cron believes the customer who 
purchases such equipment is entitled 
vice-president and general manager, to a thorough demonstration by a 
“and we make sure our dealers know trained expert, and Allied performs this 
as much as we can make available to th of 1 


function for each of its dealers until 


them about the products we distribute. he is set up to do it for himself 
Our home economists, headed by (Continued on next page 
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NOTE: 


PAGE 


Ability to do maximum retail vol- 
ume often lies in quick delivery of 
a vital part or product that holds 
up a large sale. Air Express will 
help you build volume — and a 
reputation with your customers. 
Customer good-will is more im- 
portant now than for many years. 


This beats a magic carpet! 





Ai: Express can bring you supplies and equip- 
ment from any U.S. point—overnight. And that’s 
better than old-style magic! Air Express is the 
fastest way you can find to ship or receive. No 
delays, because shipments go on every flight of 
the Scheduled Airlines. 

What’s more you get special door-to-door 
service at no extra cost. With low Air Express 
rates, you can use this fastest service as a regular 
procedure. Let Air Express keep your business 
running fast—and smoothly. 


Specify Air Express-Worlds Fastest Shipping Service 


AIR 


¢ Low rates special pick-up and delivery in principal U.S. 


towns and cities at no extra cost 
e Moves on all flights of all Scheduled Airlines 
e Air-rail between 22,000 off-airline offices 
True case history: Rubber equipment users regularly get re 
placement parts by Air Express so machines won't stand 
102-lb. carton picked up 5 p.m. the 


idle. Recent shipment 


18th in Noblesville, Ind. Air-rail to Dallas, delivered 9 1.m 
fol y day. 799 miles, total cost only $26.78. Any dis 
tance inexpensive, too. Phone local Air lixpress Division, 


Railway Express Agency, for fast shipping action 


V/ EES 


GETS THERE FIRST 









Rotes incivde pick-up ond delivery door 
to door in ol! principal towns ond cities 





EXPRESS, A SERVICE OF RAILWAY EXPRESS AGENCY AND THE 


SCHEDULED AIRLINES of THE u.s. 
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All this results in making sales and 
creating satisfied owners after the sale 
Mr. Cron concluded. 
appliances distributed by 
Allied Appliance Co., include Youngs- 
town kitchens; Mullinaider waste dis- 
; Stewart-Warner radio and tele- 
Artkraft 
Hur home freezers; 


has been made,” 
Other 


pose! 
vision; sen 
Lonergan space 
heaters; Universal blankets; and Sun- 
beam, Manning Bowman, Cory, Handy 


retrigerators; 


, 
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Hot, Samson table appliances. 

Allied has a definite program follow 
ing a dealer appointment: First, the 
field sales promotion manager holds a 
sales training meeting for the dealer's 
sales people. Next, the home economist 
gives a demonstration which illustrates 
the sales points covered by the sales 
promotion manager. Actual participa 
tion by the dealer’s sales people in 


using the product is included. 





A CAPACITY HOUSE—475 Teenagers were ready for the quiz program which followed 
the lesson given at the “Jane Foster” Teen-age Cooking School 


Commonwealth Edison Experiments 


With Teen-age Cooking School 


ITTLE did the Commonwealth 
Edison Co.. 
when it ran a newspaper ad announcing 


Chicago, realize 
cooking class for teen-agers that it 
vould develop into an overflow audi- 
ice requiring the use of their largest 
iuditorium. That was back in the early 
summer of 1947, The first invitation 
brought 600 youngsters on the run to 


1 J ine Foster’s Teen-age Cooking 
Class. With such a response, further 
ils had to be cancelled. Chicago girls 


from 13 to 19 years old were invited, 
in | mong those responding were two 
boys who insisted on joining the classes 
nd remained throughout the entire 
ession. 

Each registrant was given a “Jane 
Foster” leatherette notebook cover to 
old his or her written lessons, a book- 
let outlining programs and menus, and 
home 
service material already on hand were 


other material. Recipes and 
put to use, because of the experimental 
nature of the project. But another year 
vill no doubt see special material de- 
veloped for this project. Sessions 
“Breakfast Time Cooking.” 


Breads.” 


“overed: 
‘Quick “Luncheons and 
“Vegetables and Sal- 
Table 
“Pastries and Desserts,” “Suppers and 
Party Snacks,” and “Cakes and Cook- 


1es 


Lunch Boxes,” 


ids,” “Dinner and Service,” 


\t the end of each lesson Consoli- 
dated lecturer E. Louise 
Robinson, or “Jane Foster” (Mrs. 
Madeline Mehlig) played “Mrs. I. Q.,” 


Edison’s 


DECEMBER 1 


working through the audience with a 
‘mike’ in a quiz program on the day’s 
lesson. Lucky youngsters who knew 
the correct answers received $10 boxes 
of groceries or boxes of cookies with 
cookie recipe books. And, there was 
always a surprise gift, such as an ice 
cream bar, fruit or candy, donated by 
various Chicago firms—at the close of 
the class. For everyone attending six 
of the eight classes a “Jane Foster” 
ballpoint pen was awarded. M. A. 





»e 


CORRECT ANSWERS WIN GROCERIES 
and here “Jane Foster” (Madeline Mehlig) 
awards the prize to the smiling winner of the 
Commonwealth Edison Teen-age Cooking 
School. 
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Notes 
from the field 


Philadelphia 


Word comes from Florence P. Han- 
yrd, Philadelphia Electric Co. home 
-onomist, of a minute movie and tele- 
ision promotion on the electric range 
vhich Philadelphia Electric is running 
m all three television stations in Phila- 
lelphia several times a week, and in 80 
noving picture theatres in the Phila 
lelphia area. The movies are in full 
olor, and the television pictures are 
n black and white. Opening with a 
Reddy Kilowatt cartoon of working 
with food, the picture shows the process 
of preparing the food, cooking it on 
the electric range, displaying the fin- 
shed product, and ends with a showing 
of the entire range. A commentator 
talks during the picture. 


The Philadelphia Bulletin’s Home 
makers’ Center has swung into action 
ior its third successive year. And by 
June 1949, The Bulletin predicts that 
more than 250,000 women will have 
visited this Quaker City institute. 
These figures are no idle boast when 
you consider that since its inception 
in 1949, approximately 450 women 
have been luncheon guests of The 
Bulletin at the Center. 

From the foyer guests enter a village 
reminiscent of pre-Revolutionary Phil- 
adelphia where gay little shops display 
latest products and services that make 
for modern homemaking. Forty-odd 
booths, rented by Philadelphia concerns 
or the local distributor of a national 
company, display goods or promote 
services—the latest in home products 
including foods, refrigerators, cooking 
utensils, vacuum cleaners, modern 
kitchens—everything to make a better 
ind more modern home. No‘hing is 
for sale. The tour includes a free 
luncheon with a talk by Margaret Petti- 
grew, director. The project provides 
the opportunity for organizations to 
raise money for their individual treas 
uries ; a club or other organization may 
book the Center for a specific date— 
the organization is free to charge its 
members any price it wishes, with pro 
ceeds going to its treasury. The Cen 
ter makes only the stipulation that a 
minimum of 50 persons must be in 
attendance 


Idaho Springs 


The electrical dealers of Idaho 
Springs recently 
cooking school and demonstration, 
with Maxine Mayhew, Denver Hos 
pitality House, in charge of the prepa 
ration of foods. The women were 
instructed in the correct way to bake, 
broil, prepare foods for freezing, and 
the proper way to use the deep-well 
cooker on an electric range and the 
automatic timer. 

Highlight of the demonstration was 
a 45-minute luncheon prepared entirely 
with foods from the Deepfreeze. A 
drawing at the end of the demonstra- 
tion took care of the remaining food. 

(Continued on next page) 
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Let this bright, rustless steel 


strengthen your sales story 


Many cf your customers know about stainless steel 
—its gleaming beauty, its durability, easy-cleaning 
qualities and great strength. But many don’t know 
—until you show them—how it is used to improve 
today’s quality ranges and other appliances. 


In the burner bowls of modern ranges ARMCO 
Stainless reflects heat better, speeds cooking. Stain- 
less steel burner grates on the new gas ranges are 
unbreakable, more attractive and easier to clean. 
In oven racks, broiler pans and cooking wells stain- 
less resists corrosion. In instrument panels, kick 
plates, and other parts, it looks better longer, for 
it’s solid metal with no plating to peel or wear off. 


ARMCO STAINLESS STEELS 
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ARMCO Stainless adds sales appeal to modern 
mechanical refrigerators too. You see it in strong, 
rustless shelves and evaporators, and in attractive, 
scratch-resisting kick plates. These stainless parts 
add up to extra years of more satisfactory service. 


Customers accept the famous ARMCO Triangle 
as a guide to value. Thirty-four years’ continuous 
advertising in national magazines has made them 
familiar with the extra quality of ARMCO Special- 
Purpose Steels. They know they can count on these 
steels for long years of satisfactory service. Armco 
Steel Corporation, 393 Curtis Street, Middletown, 
Ohio. Export: The Armco International Corporation. 





\ our / 


pRMCO 
V, 


PAGE 147 











This advertise- 
ment cppeors 
in the December 
issues of Populor 
Mechanics, Farm 
Journal, and 


Successful 


Farming. 


Your customers for fractional 
horsepower motors are seeing 
these new Hoover Motor adver- 
tisements. They are reading the 
“inside story’ on what makes a 
good motor good — presented 


in a fresh, new way 


They are learning about the 





quality features of Hoover 
Motors, advertised with the hon- 
est conviction of good workman- 
ship that leads direct to sales. 
Be ready when they ask you 
if you have Hoover Motors in 
stock. If you don't carry them 


now, write us for details. 


ELECTRIC MOTOR DIVISION 


THE HOOVER COMPANY 


North Canton, Ohio 
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NEW RANGE OWNERS on Utah Power lines attended a users’ school recently given 
by Mrs. Vilate White, standing, and May Poulsen, in the all-electric Hotpoint kitchen 
at Chapman-Valle Appliance Co., Salt Lake City. 


Salt Lake City 


Utah Power & Light home econo 
mists Mrs. Vilate White and May 
Poulsen have been kept busy recently 
giving range demonstrations and con 
ducting a user’s school. 

New range owners, for instance, 
were personally invited to attend a 
user's school in the all-electric Hot 
point kitchen at the Chapman-Valle 
Appliance Co., Salt Lake City. Sales- 
men of the store extended the invita 
tions to women who had recently pur- 
oI electric ranges, and at the 
conclusion of the demonstration the 
prepared food was sampled by the audi 


chased new 


ence 

“Food tor Thought” cooked the 
electric way the idea created at a re- 
cent cooking school in Murray, Utah, 
at the request of Brady-Milne Appli- 
ince Co., that city. Mrs. White and 


Miss Poulsen conducted the school and 
68 women attended. Frigidaire ranges 
and refrigerators set the stage. Elec 
tric appliances and prizes were 
awal led ind the prepared foods viven 


Minnesota “U" 


Owners, operators and salesmen of 
home freezers, locker units and plants 
WeETe invited to register for the 
evening course in Frozen Foods of- 
fered by the General Extension Divi- 
sion of the University of Minnesota 
Starting early in November the course 
has been designed to give these men 
1 sound background in principles of 
freezing and storing of foods and in 
iddition providing practical instruction 
n preparation and freezing of foods 


or locker plants and home units 


——— Ss “ser 


Demonstrations are given in use of 
equipment and methods of preparing 
and freezing all types of foods. The 
12-week course meets Tuesday eve- 
nings, and two extension credits will 
be given for successful completior 
of the course, which carries a fee of 
$11. 


Washington, D. C. 


The Electric Institute of Washington 
unnounces “The Homemakers’ Pro- 
grams for 1949” in The Electric 
Playhouse, Pepco Bldg., according 
Elizabeth Spencer, director of The 
Playhouse. 

A series of entertaining and enlight- 
ening Homemakers’ Programs will be 
held from January 1 through early 
June 1949, consisting of a Home 
makers’ Luncheon, which will be con- 
ducted by the Home Service Bure 
of the Potomac Electric Power Co., 
from 11 a.m. to 1:30 p.m. Tuesdays, 
Wednesdays and Thursdays—atte1 
dance limited to 50; and a Home 
makers’ Afternoon Hour each after- 
noon Monday through Friday from 
2:30 to 4 p.m.—attendance limited to 
99 

New and pre-tested recipes will be 
featured and demonstrated at the 
luncheon; the Afternoon Hour will 
feature a highly varied program. 
Demonstrations of modern electrical 
living will be featured at both pro- 
grams by members of the Institute 
staff, with emphasis on how to make 
electricity do its most efficient work. 
The programs are open to club or other 
organized groups of women in the 
District of Columbia and nearby Mont- 
gomery and Prince Georges counties, 
Maryland 





A FEW DAYS LATER Mrs. White and Miss Poulsen conducted a cooking school 


presented by Brady-Milne, Murray, Utah. 
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MRS. MYERS IRONED for thousands of fairgoers at the Cochise County Fair, in the 
“Easy Does It” traveling show given at the Arizona Edison Co. booth. Mrs. Myers is 
shown seated at the ironer. Gene Faris, Graybar, demonstrated the Easy washer (left). 


Arizona Power Features 
“Easy Does It” Show 
HE “Easy 


show ; 


Does It” 
featuring Pan 


traveling 
Myers, west 
ist home economist for Easy Wash- 
ng Machine Corp., recently completed 
successful series of programs 
Edison Co 
direction of 
<¢ Mc Donald, promotional director 
Built 


° 1 
er, the 


roughout the Arizona 


nce, properties under the 
‘ 
washer and 
given to 
in Yuma, Bisbee, Douglas, 
Gslobe and Miami. 


iround the Easy 
programs were 


Onsumers 


In Bisbee and Douglas the programs 
were presented in the utility booth at 
Fair, where Mrs. 
Myers ironed for thousands of fairgo- 
ers. Gene Faris, sales manager, Gray- 
bar Electric Co., Phoenix, presented 
Easy washer demonstrations at all per- 
formances. 

A prospect list was taken during the 
programs in order to give local dealers 
an opportunity to display their sales 
manship 


Cochise County 


NEW APPOINTMENTS 





LURA JIM ALKIRE 


Lura Jim Alkire has been appointed 
manager of the General Electric Con 
sumers Institute, it was announced re- 
ently by A. J. Brock, manager of 
sales services for the Appliance & 
Merchandise Dept. of G-E. 

Carolyn Daley has joined General 
Electric’s Consumers Institute as a 
general product representative, accord- 
ing to Lura Jim Alkire, manager of 
the Institute. Miss Daley was formerly 
a home economist for the New York 
State Electric & Gas Corp., Bingham- 
ton, N. Y., and served as a city home 
economist for Brewer and Skowhegan, 
Maine. 

Isabel McGovern formerly 
eaded up the appliance home service 
lepartment of General Mills, recently 
established a consultant’s business of 
er own in Minneapolis. She is being 
succeeded by Virginia Van Nostrand, 
vho for the past two years has been 
lirecting the work in the Home Appli- 
ince Engineering Test Kitchen. 

Norge Div., Borg-Warner Corp., 
that Jane Masters is 


who 


nnounces now 
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CAROLYN DALEY 





VIRGINIA VAN NOSTRAND 


supervisor of home economics. 

Otis Wiese, editor Mc Call’s Maga 
zine, announces the appointment of 
Helen Kirtland as associate to Eliza- 
beth Sweeney, household equipment 
editor. Miss Kirtland was associated 
with Miss Sweeney at the Associated 
Gas & Electric System several years 
She has also been affiliated with 
the Niagara Hudson Electric Co 
Buffalo, the Republic Light, Heat & 
Power Co., the New Jersey Power & 
Light Co., and the Ohio Fuel Gas Co 
in Columbus, Ohio. 

Dorothy Darragh has been appointed 
director of home economics for Calgon 
Inc., Pittsburgh. Miss Darragh is 
chairman of the Pittsburgh Home 
Economics Women in Business, and 
has served as a home economics teachet 
in Pittsburgh schools. 

Mrs. Trudy Dye 
Country Gentlewoman 
Country Gentleman, October 1, accord 
ing to announcement by Editor Robert 
H. Reed. Mrs. Dye replaces Margaret 
,elvack, who is retiring to marry 


ago. 


became editor o 


section 0 


1948 
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Ameucad 


Freeze OWalic 


EVERYBODY IS A PROSPECT... 


Reprii 





BIGGEST 


LITTLE 











JUNIOR 











3'/2 cubic foot REFRIGERATOR with 
6 cubic foot CAPACITY! 
ve! Freeze-O-Matic’s first with the 


stant Formica top 


» seepage! 

Successful merchandising is the ability to adapt your 

product to multiple uses, new markets. Here, in the Freeze- 
O-Matic Junior, is the “little GIANT” with everybody 
a prospect! 
Here's the ideal unit for modern apartments, kitchenettes, 
bungalows, dentists’ and doctors’ offices, laboratories, 
counter drug storcs... and any place where space is limited. 
Just the thing, too, as that extra unit for basement, porch, 
home or office bar. 


SOME EXCLUSIVE TERRITORIES STILL OPEN. WRITE, WIRE OR PHONE FOR FURTHER INFORMATION. 


ACME-NATIONAL 


REFRIGERATION COMPANY. Ir 
634 DEAN STREET + ST 3-3040 © BROOKLYN 17,N.Y 








do you carry 


SERVEL 


appliances? 





Carry them more carefully... 
lift them more easily . . . de- 
liver them more efficiently. 
Webb Slingabouts are pro- 
tective packages tailor-made 
for Servel and leading makes 
of the products listed below. 
Thick layers of cotton padding 
with soft flannel lining protect 
mirror finishes. Outer jacket of 
rugged, heavily padded can- 
vas cushions shocks and jars. 
Sturdy sling facilitates move- 
ment on and off trucks, 
through narrow doors and halls 
... protecting customers’ prop- 
erty and safeguarding deliv- 
ery men from injury. Sling- 
abouts can be slipped on and 
off in seconds, eliminate messy 
unpacking and can be used 


repeatedly. Mail coupon today. 





4 1 

| WEBB MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. | 

Send Slingabout prices for model + 

| make { teteigeratere | 

| iain 7 fro | 

| Check ange | 

S E N D | Sitiicnss Appliance )Washer | 
Other 

| , | 

T oO D A Y | City State (please specify) 

I J 
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Here’s a Low Priced 


Light Duty Delivery and 


Service Body 
for APPLIANCE DEALERS 


® Saves Man-Hours 








© Speeds up Deliveries 


© Compartments for 
Tools, Repair Parts 


ALL-STEEL welded con- 
struction. Spacious interior 
with weathertight compart- 
ments on each side for tools, 


Available 
with overhead 


ladder racks. 


repoir parts, etc. Other ac- 
cessories optional. Designed 
for Ya ton chassis. 


Write for Descriptive Sooklet “Joday! 


Po. Novy, 


ENGINEERING CORP. 


s 2546 EAST 79th ST., CLEVELAND 4, OHIO 














when the product 
nt it. Besides being 
co Chill Chest is 


is tro 


ible-free as 





peration than any 





e fr r er who sees a Revco 
est will ; € fall ! reover, in spite of 
j t fr every angle is priced right, so any 

fo ’ 


Check the features... then write us. 


Five year warranty with Truly beautiful in design 
each Revco Chill Chest and stays beautiful 


Every woman who sees 





© 









ain ace is negligi it wants it for her home 
A eratir >». Dealers make more 
Fre as service calls Easy operating ‘“‘floating 
€ Ww the market sre at a minimum. action” lid, easy to look 
at easy on the pocket 
book easy to sell 


Exclusive safety lights tell when current 
is interrupted or temperature rises. Full 
protection against spoilage. 


WOMEN’S SERVICE GROUP 


Woman's Home Companion 


\ Kitchen to Live In” is the title 
t Elizabeth Beveridge’s 4-page article 
n the December Companion, which 
the latest in kitchen 
including peninsular coun- 


ncor porates 
‘ abinetry, 


ters, knee-room at the sink, and prac- 
tically every electrical appliance in- 
cluding refrigerator, range, mixer, 


fluorescent dishwasher-sink- 
disposer, washer, ironer, dryer, freezer, 


toaster, waffle maker, radio. 


lighting, 


Ladies Home Journal 


Gladys Taber’s November contribu 
tion to the modern kitchen in the 
Journal is entitled “Kitchen With a 
Future”, and describes a Cape Cod 
cottage purchased by newlyweds. The 
kitchen was the first room to be com- 
pleted, and includes a complete laun- 
dry and kitchen equipment, plus a 
ventilating fan. 


Good Housekeeping 


“Forty Housekeeping Helpers for 
3usy Homemakers” by Lee Chapman 
in December Good Housekeeping, lists 
among its array of handy gadgets for 
simplifying housekeeping chores a 
variety of refrigerator dishes and ac- 


essories, a mixer electric knite 

harpener, and a time clock. 
McCall's 

“New Electric Meal Makers” by 


McCall’s for 
how an electric 
roaster with an automatic time clock 
and an electric table broiler can be 
pressed into service for preparing oven 
meals and grilled breakfasts. 

The sixth in the How |! 
Keep House” series by Elizabeth 
Sweeney tells of a young couple—Th«e 
Fords—living in a converted army 
camp—Shanks Village, N. Y., 30 miles 
out of N. Y. C.—a town of GI students 
The Fords live in a 3-family unit and 


»wn their washer and refrigerator. Gov 


Elizabeth Sweeney in 


December, described 


“This is 


ernment pays for gas and electricity 


Parents 


measure al 
social implications of television,” 
says Ella April Codel in 
Parents Magazine in an article “Tele 
ision Has Our Lives,” as 
she relates changes in family routine 
brought about by the installation of 
l yn in her 


“It’s still too early to 


the 


December 


Changed 


home 


televisi 


Appliances In the Magazines 


HOME SERVICE GROUP 


In “How to Keep Off Your Hands 
and Knees” in November House Beau 
tiful, Charlotte Eaton Conway show: 
the various types of floor polishers on 
the market. 

“Inspiration House” described in the 
same issue by Kenneth Young, has a 
complete. electric kitchen including 
range, refrigerator, mixer, radio, cof 
fee maker, garbage disposal unit, and 
ventilating fan; the fully-equipped 
laundry is also a delight for the elec 
trically minded with an automatic 
washer, clothes dryer, ironer, postur: 
chair and hotplate for making starch 
The television set, radio and phono 
graph are in a basement recreation 
room away from living quarters 
Fluorescent lighting is a feature in all! 
the rooms. 


The American Home 


Number 9 in the “American Homi. 
Planning Primer” series, appearing in 
the November covers the all 
important question of hot water sup- 
ply, the type and size of hot water 
heater required, the best type fuel to 
use for adequate hot water, and the 
plumbing requirements for an auto 
matic clothes washer and a dishwasher 

“This is the Way We Mend Our 
Clothes” by Elizabeth Fuller shows 
modern ways of mending with an elec 
tric sewing machine. The flat iron is 
also used with mending tape 


issue, 


Edith Ramsay's American Home 
Kitchens for November feature the 
electric range, refrigerator, coffe: 


grinder, mixer, toaster and radio. 


House & Garden 


“For Christmas: A Packaged 
Kitchen-Laundry” in November House 
Garden illustrates a combination 
kitchen-laundry designed by House 
Garden and Roberts & Mander Co., 
and includes an electric ironer, auto- 
matic washer and a_ refrigerator. 
“Good Light” is the title of anothe: 
article in the same issue which shows 
pages of latest designs in table 
lamps. “Christmas Suggestions for 
The Kitchen” in the back of the book 
suggests a portable electric washer, a 
offee grinder, pot-type vacuun 
cleaner, automatic toaster, electric 
coffee maker, mixer, casserole and 
timer among other items. 
“Make Television” 


lou! 


Room for and 


‘Sight and Sound for Every Decor,” 





MANUFACTURERS’ REPRESENTATIVES—and members of the Electrical Women’s 
Round Table outlined their contributions to the electrical industry at the October meeting 
of the EWRT. Standing, left to right: Jan Reynolds, Sylvania; Mary Reidel, Proctor; Mrs 
Julia Kiene, Westinghouse; Edith Buchholz, Westinghouse Lamp Div. (representing Myrtle 
Fahsbender); Lillian Eddy, G-E Lamp Dept.; Harriet Gormley, Westinghouse; Adelaid 
Fellows, Philco; Rita Otway, Program Chairman, EWRT. Seated, Marion Kurtz, G-E 
Barbara Duggan, Universal; Grace Deibig, Westinghouse; Mary Jackson, General Mills 
and Dr. Martha Johnson, G-E. 














CHILL CHEST 
N— Z 


Rlevce INC.@ DEERFIELD, MICHIGAN 











PAGE 


150 


DECEMBER 1, 1948—ELECTRICAL MERCHANDISING 








ion 
rs 


" 


Lut 
r in 
all 
up- 
ater 
| to 
the 
uto 
her 
Our 
ows 
lec 


ome 
the 
ff ex 


aged 


ouse 


1uto- 
ator 
ithe 
‘eo 
table 

for 
book 
ier, a 
cuun 
ectric 

and 


and 


ecor, 


Women's 
/ meeting 
tor; Mrs 
ig Myrtle 

Adelaid 
rtz, G-E 
ral Mills 


ISING 


Senate t 








AIR-FLQautomaric 


CEILING SHUTTER 





TOP VIEW~-- OPEN - - LESS MOULDING 


FOR ATTIC FANS 


Built so they can be installed practi- 
cally flush with the ceiling, AIR-FLO 
Ceiling Shutters present a refined, fin- 
ished appeacance. Their natural alumi- 
num color blends with any decoration, 
eliminating need for painting and no 
grille or winter cover is required. Fur- 
nished in 5 different widths, single 
panel up to 73” long. No operating 
mechanism shows. Built-in fusible link. 
Meets fire underwriters’ requirements. 
Write for illustrated catalog 43-A of the 
complete AIR-FLO line. 

















VIEW FROM BELOW - 
(with moulding 


AIR CONDITIONING 
PRODUCTS CO. 


“aaa £0 


2340 West Lafayette Bivd. 
Detroit 16, Michigan 


| 











Victory did not end the paper shortage. 
Need for waste paper is as great as 


ever. 


Why? Because supplies must still be 
shipped in paper 


forces and liberated countries. For the 


to our occupation 


Pacific area these take double and 
triple wrapping to withstand long sea 


voyages and tropical climates. 


Meanwhile, demand for domestic 
packaging paper comes from scores of 
reconverted industries. Jobs and ship- 
ments of new goods depend on paper, 
the essential protection of almost every- 


thing made in our factories. 


That's why you should designate one 
place as your Salvage Corner. Collect 
all your waste paper there before you 
bundle and turn it in. If you're in 
doubt about how to get it packaged up, 
call your local newspaper or Salvage 


Committee. 








offers suggestions on how to solve the 
problem of interior decoration and at 
the same time include television and 
radio-phonographs so necessary a part 
in today’s living rooms. 


Better Homes & Gardens 


Janice Price shows every imaginable 
small appliance available as a Christ- 
mas gift in “For Her Kitchen” in 
Better Homes for December. Pictured 
are an electric roaster and an electric 
casserole; coffee makers and coffee 
grinders; waffle iron, mixer, toasters, 
automatic irons—steam and dry types; 


pressure cookers, clocks, sandwich 
toasters and timers. 
Recent recordings are listed in 


“Your Family Albums for December” 
together with some phonograph facts 
and the usual Phonograph 
material. 


Forum 


Family Circle 


In November issue of Family Circle, 
Jessie Bakker answers 20 questions 
on electric ranges in her article en- 
titled “What's Your Efficiency Rating 
on Your Electric Range?” 


Household 


“Kitchens With Color and Comfort” 
by L. Morgan Yost in November 
Household shows a variety of kitchen 
scenes which include a dishwasher 
sink, an electric mixer and several 
types of electric ranges. 

In the same issue Elizabeth Shaeffer 
“Looks at Automatic Dryers.” 


HOME ECONOMICS GROUP 


What's New in Home Economics 


Water heaters, synthetic detergents 
and dishwasher-sinks complete with 
disposers are the products featured in 
the Equipment Section of What’s New 
for November. Titles are: “There's 
a Lot to Learn About Water Heaters,” 


“Home Service Hot Water Educa 


tion”; “Getting Acquainted with Syn- 
thetic Detergents” and “K-P Made 
Easy.” 

Forecast 


“Mo lern Methods of Storing Frozen 
the appliance article for 
November, covered by Forecast 


Foods” is 


FARM GROUP 


Farm Journal 


Rachel Martens and Naomi Shank 
described the home of the /‘arm Jour- 
nal’s contributors in November in an 
article entitled “This Busy Woman 
Keeps a Gracious Home.” The kitchen 
is modern in design and is equipped 
with an range, refrigerator, 
mixer, and has cabinet arrangements 
that serve as time-savers to this busy 
farm homemaker. 


electric 


Country Gentleman 


“Farmers have been a couple of 
jumps ahead of industry and the agri 
cultural college engineers in figuring 
new ways to put electricity to work” 
write Harry R. O’Brien in November 
Country Gentleman, in “Push-Button 
Chores”, and he. gives 
reasons—shortage of 


two good 
labor, and the 
coming of the farm shop equipped with 
electrically-powered tools. 

In the Country Gentlewoman se 
tion, Eileen Van Horn tells 
“Cakes and Cookies” can be stored 
in home freezers; and Margaret Smith 
describes the proper use of electric 
irons for pressing, in “Pressing to 
Keep the Neat Look.” 


how 
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A must tor EVERYONE LIVING 
IN HOUSEKEEPING APARTMENTS 





A HEATER THAT COOKS 
A COOKSTOVE THAT HEATS 


The 





BAKING . 
clean Unit. 





LYNBROOK Co. 











esas all in one compact unil / 


is as attractive in appearance as 
any other Gas Heater, and as efficient a Cookstove as is 


available! 
eerie The HoTTeR comes fully vented or unvented. 
‘i | i The Vented model includes an oven, removable 
if desired. So convenient to use . . the YEAR 
AROUND! 
k| ° With living space at a premium, only the 


HoTTeR provides the 3 MAJOR HOUSEKEEP- 
ING SERVICES: HEATING .. . COOKING... 
. all in ONE compact, easy to 


For Use 
With All Gases 


Immediate 
Delivery 


GARLAND 
TEXAS 








Adds another ‘“‘salesman’”’ 


to your staff 





A Revere Chiming Clock, operating in your 


store, sells more than itself. Its authentic 
Westminster Chimes, its eye compelling 
beauty tell an impressive story about your 
excellence in selections, your awareness of 
today's trends. Strengthen the claims of your 
store as an outstanding shopping center by 
featuring these distinguished clocks. There 
ore floor, grandmother, and mantel models — 
all Westminster Chiming — a selection that 


answers every gift or room problem. 


*® CHIMES OF 





| WESTMINSTER 


, 
Ledge 


ELECTRI¢ 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 
NEW YORK OFFICE: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 


MILLICENT 
The popular 
"grandmother 
ot its charming 
best. 70” high 
Retails for $195 
plus tox 


Send for catalog showing the 
wide range of designs 


West Coast Prices slightly 
higher 


R-951 is the stunning mantel 
clock illustrated below. Re 
tails for $42 pilus tox 
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Featured 





asa 
Gift... 





it’s unusual and in demand... . 


Add Vitalator to your Christmas gift items. It makes 
ideal present tor a woman lor every woman Is 
eager to enjoy the natural freshness and enhanced 
beauty that comes with frequent massage. Many men, 
too, will welcome it as a means of relaxing 
tired muscles and frayed nerves. The demand has 
been created for you by widespread publicity and national 
advertising in consumer magazines. Cash in on 
this demand! Feature as a gift 


VITALATOR 
that magic machine that 
brings into the home all the 
eagerly sought advantages of 





“Swedish” massage! 


retails at $15.00 


the A. C. Gilbert Company 
New Haven, Conn 


DEPARTMENT STORES 














To Manufacturers of... 


APPLIANCES + RADIOS - TELEVISION 


Your advertisement in ELECTRICAL 
MERCHANDISING will... 


® Announce new products to the largest number of retailers in the 
shortest time, at the lowest cost. 


@ Acquire new dealers in “open territorie-” and improve the type of 


distribution in current markets. 
® Keep dealers sold on the line after they have signed up 
@ Increase dealers’ appreciation of the value of the franchise 


@ (et dealers and sales clerks to spend more time in selling the adver 


tiser’s line 
@ Educate the dealer on how to sell a product 
® Help stimulate volume in off seasons 


@ Show the trade how to sell-up -elling-up by promoting higher- 


priced, higher-profit line- 


@ Increase the effectiveness and use of point-of-sale literature and 
display- 

@ Sell the soundnes- of a “house policy” and a company’s stability 

® (et dealers to compare “lines” as to their relative completeness . . 
turnover, ets 


@ Support and augment the dealer contacts which are made by the 


advertiser « own sales force. 


It pays tolet... 


ELECTRICAL MERCHANDISING 


... tell your dealer story 


ABC * 330 West 42nd Street, New York 18, N.Y. © ABP 
A McGRAW-HILL PUBLICATION 











Chicago Store Will 
Handle AMC Appliances 


Carson, Pirie, Scott & Co., depart- 
ment store, Chicago, IIl., recently an- 
nounced that they will handle the 
appliances of the Associated Merchan- 
dising Corp. in Chicago. Announce- 
ment came with the initial advertising 
of a seven cu. ft. refrigerator for im- 
mediate delivery. The AMC is car- 
ried by 25 department stores through- 
out the country. 


Famous Barr Co. Branch 
Appoints Chas. Ogorman 


Charles Ogorman has been named 
manager, major appliance, radio and 
television department, Famous Barr 
Co., department store, St. Louis, Mo., 
in the recently opened branch at Clay- 
ton, Mo., a suburb, according to a re- 
cent announcement. 


Gertz Store Appoints 
Alexander and Kline 


Samuel Alexander and Henry Kline 
have been appointed assistants to Gus 
Hofeller, manager, major appliance, 
radio and _ television department, 
Gertz’s, Jamaica, N. Y., it was re- 
cently announced. Mr. Alexander is 
affiliated with the major appliance 
department and Mr. Kline is assistant 
for radios and television 


Fisher Replaces 
Benzel At Scruggs 


W. Sydney Fisher recently replaced 
E. Benzel as home merchandise man- 
ager, Scruggs, Vandervoort, Barney, 
St. Louis, Mo., according to an an- 
noucement. Mr. Benzel resigned as of 
Nov. 1, and stated he had no immedi- 
ate future plans. He had been mer- 
chandiser for major appliances, radios 
and television. In assuming Mr. 
3enzel’s former position, Mr. Fisher 
will add several new categories to his 
merchandising duties. 


Broadway Store Moves 
Appliance Department 


Executives of the Broadway De- 
partment Store branch in Pasadena, 
Cal., announced that the branch will 
move its radio and appliance depart- 
ment to a new location in a separate 
building at the rear of the main store. 
The store plans to be open five nights 
a week. The new location will be 
temporary until a new building is 
erected on the site, said officials. The 
space now occupied by radios and 
appliances will be taken over by the 
housewares department. 


Ochs Bros. Presents 
Two Day Free Home Show 


A recent two day free Home Show 
was conducted by Ochs Bros., depart- 
ment store, Faribault, Minn. The pres- 
entation was held in the Faribault 
Armory, and featured, among its high- 
lights: a cooking school under the 
direction of Rosamond Carlson, di- 
rector, home service division, Northern 
States Power Co.; a freezer demon- 
stration; a television show which gave 
an actual demonstration of the new 
RCA television set. 
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PROFIT LINE 


for Appliance Dealers 











Ruggedly built for long service 
... low in price . . . backed by an 
unmatched guarantee & service 


policy. 





THE NEW 1948 SOLID SMALL 
Full-size professional electric clipper. 
Easy to handle—light weight plastic 
case. The favorite in beauty shops 
for years. 


$9.75 List 


WAHL Silent 
Hair Dryer 


Fast and thorough. Hot 
or cold air as desired. 
Quiet. Plastic case... . 
light weight. $9.75 List 
WAHL “Hand-E” ° 7 . 
Electric Vibrator 
Gives perfect mas- 
sage stroke — 
powerful and 
penetrating. Fits 
the hand. Com- 
plete with four | 
applicators. 

50 List 
GUARANTEE — We 
agree to repair or re- 
place free of charge, for 
one year, any WAHL 
product which does not 
give perfect satisfaction. 












WRITE TODAY TO 
Dept. E M 48 FOR 
DEALER INFOR- 
MATION 








And Now . . . Introducing 
MOVEMENT with LIGHTS 


Kasson Model “712” 
ot0-Sho 


ELECTRIC TURNTABLES 


For Your 
Sales 
Producing 
Displays 





N ODEL “712” ROTO-SHO'S two- 

way, built-in electric outlet, per- 
mits novel, self-contained lighting 
effects by means of sliding contacts, as 
well as operation of electric devices 
while the turntable revolves three 
times a minute—lights turn with table! 
There’s nothing like “712” to revolu- 
tionize your window trim and stop 
passersby dead in their tracks. Sturdy, 
steel construction, guaranteed, it car- 
ries up to 200 lbs. 18” diameter table. 
Allover height just 7”. A.C. only. 





© For winning displays, write TO- 
DAY for full information and our 
complete ROTO-PRODUCTS catalog 


GENERAL DIE AND STAMPING CO. 
Dept. 65, 267 Mott St. © New York 12, N. Y. 
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Packed six to cor- 
rugated shipper 


PENETRAY 


PROFESSIONAL (RUBY) MODEL 


HEAT LAMP 


Transmits maximum infra-red rays... 
holds back the ‘‘visible’’ light. De- 
signed specially for treating sinus and 


nasal congestion and for applying local 


it for muscular aches and pains. 


EASY TO DISPLAY— 
A Natural For Winter Months 


Complete appliance is assembled in 
the “Demonstration Package.’’ All 
mportant uses are illustrated on the 


urton...it sells whil 


A clever little clip is concealed in 
the base. The lamp stands or hangs 
anywhere. The handiest heat appliance 
made, it turns in 
ny direction with 
i twist of the wrist. 
I ses both AC and 
Dc. U. L. listed. 





Walté To: 


PENETRAY CORP. 
TOLEDO 5, OHIO 








LEAGUE ACTIVITIES 
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Gold-Plated Washers 
Given As Show Prizes 


Four lucky women were recently 
presented with 18-karat gold plated 
washing machines in the “Home Show 
Queen” contest sponsored by the Home 
Builders Assn., Washington, D. C. 
The washers were awarded as special 
gifts to the four daily wirmers chosen 
from 128 semi-finalists picked by the 
association, and were the gift of South- 
ern Wholesalers, Inc. 


Bronx Assn. Nominates 
Shaneck For President 


John Shaneck was recently nom- 
inated for president for the 1949 
season, Bronx Radio and Appliance 
Dealers Assn. Others put up for ap- 
proval included George Sokoloff, first 
vice-president; Eddie Abbott, second 
vice-president ; Norman Ulrich, secre- 
tary; and Paul Blum, treasurer. The 
group is currently considering joining 

» National Electrical Retailers Assn. 
an Metropolitan Council of Appliance 
Dealers. 


Remmie Arnold Talks At 
Electrical Club Meeting 


The Electrical Radio and Refrigera- 
tion Club, Richmond, Va., recently 
heard an address by Remmie Arnold, 
Petersburg industrialist, who spoke on 
“Looking Ahead In Business” at a 
1 at the Hotel John Mar- 
shall. Al Gross, acting in the place of 
the late J. L. Wells, who recently 
8 1, presided over the meeting. Mr. 
Gross was later elected president; 
W. A. Moore, vice-president; C. F 
sennett, executive secretary; R. A 
Frayser, secretary-treasurer. 


meeting hel 


Clif Simpson Addresses 
Queens Electrical Assn. 

Clif Simpson, managing director, 
National Electrical Retailers Assn., 
Chicago, Ill., recently delivered a talk 
to the Queens Electrical Appliance 


Merchants Assn., Inc. during a meet- 
ing of the Long Island, N. Y., associ- 
ation. The get-to-gether, involving 
both business and pleasure, drew a 


large crowd 

The theme of the evening was “May- 
tag Night” as presented by Bill Leck, 
president, Mayt ig Atlantic Co. Dur- 
ing the hasianes part of the meeting, 
Mr. Simpson invited QEAMA sup- 
port of NERA in establishing a cen- 
tralized and effective dealer associ- 
ation in the appliance business. 


Penna. Assn. Conducts 
41st Annual Convention 


The Pennsylvania Electric Assn. re- 
cently held its 41st annual state parley 
at the William Penn Hotel, Pittsburgh, 
Pa., according to an announcement 
“New Frontiers—New Opportunities” 
was the theme of the convention, 
which attracted over 700 members 
to discuss the use of electricity. Prin 
cipal speakers were Gwilym Price, 
president, Westinghouse Electric 
Corp.; Don Mitchell, president, Syl- 
vania Corp.; and W. H. Herod, pres- 
ident, International G-E. George W 
Ousler, president of the association 
and vice-president of Dusquene Light 
Co., presided over the convention. 
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ON THE FAMOUS 
CATERPILLAR TREAD 





The Old Reliable 
Hordwood ESCORT 

















A-2-S-M 
This crawling action lets the ESCORT roll 
up and down steps and curbs without slipping, 
jarring or bumping. It eliminates lifting 

gets more work done every day. On level 
surfaces the ESCORT rolls easily on the two 
rubber-tired wheels. 


The $-2-S (top) is available in steel or alum- 
inum and will handle 1200 pounds and 800 
pounds respectively. The A-2-S-M (bottom) can 
be used in the regular fashion. On level sur- 
faces the swivel wheel is dropped for use. The 
heaviest load can be moved without weight on All ESCORT trucks are sold 


operator. Available in both steel and aluminum. on a money back guaran- 
tee. If not satisfied after 


fair trial, return for refund 


Write for descriptive folder and prices of full purchase price. 
STEVENS APPLIANCE TRUCK CO. 
P.O. Box 897 Augusta, Ga. 





7 a Corrugated | 
= Stainless — 
> Steel ea 
Tub\\\ 


PROVIDING 


@ LIFETIME BEAUTY | 
@ DURABILITY 

@ SANITATION 

@ EASE OF CLEANING 

@ STAINLESSNESS 

@ FREEDOM FROM RUST 


@ ASSURANCE AGAINST 
CHIPPING 


AGAIN. VOSS Mens THE PARADE, 








The Voss Floating Agitator . . . The Voss Electro-Safe 


Pressure Extractor ... and now the new Voss Corrugated 
Stainless Steel tub . . . VOSS A PIONEER 

wOSSs 
OF THE WASHER INDUSTRY HAS SCORED 


Time TestTeo 


ANOTHER "FIRST". Since 1876 
S 
Wy snee 


VOSS BROS. MFG. CO. Davenport, lowa 
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